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for Strength 


Bethlehem nails drive straight and true oo 


Just take a “whack” at a Bethlehem nail. Hit it straight on, or even a little off-center. 
It drives true and easy—from first blow to last. It’s a nail carpenters know and respect. 
Order Bethlehem nails in a complete range of styles, sizes, and finishes: bright, 


blued, cement-coated, and galvanized. They're shipped in sturdy, easy-to-handle, 


50-Ib cartons, and convenient packages of 1, 5, and 25 pounds. 
Your regular distributor can give you speedy delivery: Bethlehem nails, staples, 
farm fence, steel fence posts, barbed wire, baling wire. merchant wire, and bolts and 


nuts. Or call the nearest Bethlehem sales office 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Sales: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL an 
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ALSYNITE 


TRANSLUCENT PANELS 


A DIVISION OF REICHHOLD CHEMICALS, INC. 
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LEADS THE WAY 


BUILDS SALES WITH BIGGEST 
BACKING IN PANEL HISTORY 


Dealers across the country are turning 
Alsynite’s million dollar advertising promotion 
into reat profits with Alsynite’s powerful sales 
aids and displays. The photos on this page 
show the effective way Whiting-Mead Co. of 
San Diego uses Alsynite merchandising aids to 
increase sales. Whiting-Mead is one of many 
successful Alsynite dealers who report that 
Alsynite’s national advertising in major maga- 
zines like LIFE, BETTER HOMES AND GAR- 
DENS, and HOUSE BEAUTIFUL brings archi- 
tects, contractors and do-it-yourselfers right 
into their showroom. With Alsynite’s point-of- 
purchase aids out front, dealers wrap up the 
sale immediately. Alsynite is the first and finest 
panel of its kind, the only panel that offers 
such a complete promotional package. Backed 
by the world-wide resources of RCI, a leading 
name in chemicals, Alsynite’s advertising and 
merchandising program pre-sells for you. If 
you're not an Alsynite dealer as yet, but want 
to be part of Alsynite’s success story, send 
in coupon below today for full details, or 
call the distributor listed in the Yellow Pages 
of the phone book. Alsynite will lead the way 
to the biggest business you've ever had! 


ALSYNITE, San Diego 9, California 

Attention Dept. AL-1261. 

Please send me more details on Alsynite’s Promotional 
Program 

Name__ 

Firm____ 

Address 


City. set a sa 
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Your customers get ideas for beautiful rooms 
like this from Marlite magazine advertisements 


Month in and month out, ads in leading home serv- 
ice magazines (Better Homes and Gardens, Home 
Maintenance & Improvement, Home Modernizing, 
Sunset, Popular Science, to name a few) are pre- 
selling the beauty and quality of Marlite to home- 
owners and businessmen in your community. And 
every full color ad refers readers to you for help 
with their building and remodeling plans. It makes 


good sense to tie in with this broad advertising 
program by putting Marlite’s free sales aids to 
work. Marlite is the world’s most extensively and 
consistently advertised plastic-finished paneling 
with an unsurpassed reputation for quality. Check 
your wholesaler for the complete money-making 
details, or write Marlite Division of Masonite 
Corporation, Department 1241, Dover, Ohio. 


* ® 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE* RESEARCH 
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COMING EVENTS 


Dec. 3-7—National Assn. of Home Builders, McCormick 
Place, Chicago 

Dec. 10-16 and 

Jan. 12-19—Kitchen Industry Training Schools, Carillon 
Hotel, Miami Beach 

Jan. 9-10—Northwestern Lumbermens Assn. Headquar- 
ters, Radisson Hotel; exhibits, Armory, Minneapolis 

Jan. 14-17—Kentucky Retail Lumber Dealers Assn., 
Kentucky Hotel, Louisville 

Jan. 19-21—Southwestern Lumbermen’s Assn., Head- 
quarters, Muehlebach Hotel; exhibits, Municipal Au- 
ditorium, Kansas City 

Jan. 20-22—Northeastern Retail Lumbermens Assn., 
Statler Hilton Hotel, New York City 

Jan. 25-27—Ohio Assn. of Retail Lumber Dealers, Head- 
quarters, Deshler-Hilton Hotel; exhibits, Veterans = 
Memorial Bldg., Columbus 


Jan. 26-28—Western Retail Lumbermens Assn. Head- 
quarters, Multnomah Hotel; exhibits, Memorial Coli- 
seum, Portland 

Jan. 30-31 

Feb. 1—Michigan Retail Lumber Dealers Assn., Head- 
quarters, Jack Tar; exhibits, Civic Center, Lansing 

Jan. 31-Feb. 2—Home Improvement Products Show, 
Cobo Hall, Detroit 


WHAT’S COMING IN BMM 


Aluminum Product Sales Trends—Special roundup 
of aluminum product merchandising by lumber and 
building materials wholesalers and retailers. Decem- 
ber 18th BMM. - 
¢ What Dealers Sell, Products and Services—Digest of 
nationwide survey of lumber and building materials 
merchandisers. January 1, 1962, BMM 


“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 


Building Materials Merchandiser is published every other Monday by Vance 


ishi : - Monroe St., Chicago 3, Ill. Subscriptions: one year, U.S. 
at tea | (8. phy $8 for two yeate $10 for three years. Foreign, $20 
for one year. Single current copy, 50¢. Back copies, $1 except Buying and Product 
Data File which is $2. Entered as second class matter October 2, 1946 at the Post 
Office at Chicago, Ill., under the Act of March 13, 1879. Copyright © 1961 by 
Vance Publishing Corp. 
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FACT: 


MORE ROOF TRUSS FABRICATORS USE THE 
HERCULES TRUSS SYSTEM THAN ANY OTHER 


REASONS: MINIMUM CAPITAL INVESTMENT 
LOWER FABRICATING COSTS, MORE JOB VERSATILITY, 
UNIQUE ENGINEERING SERVICES AND GREATER RETURNS 


very day more dealers realize the builder-trade 

demands their getting into the truss assembly 

business. It is not only important to winning 
and holding builder customers, it can be highly impor- 
tant profit-wise providing you choose the right truss 
system. For a dependable clue to the right truss sys- 
tem consider the fact that more dealer-fabricators are 
profiting with Hercules than with any other truss 
assembly method. Here’s why... 


LOWEST INITIAL INVESTMENT 
NO COSTLY MACHINES TO BUY 


Hercules puts you in the truss fabricating business for 
less than a $200 capital investment. All you need 
is a $140 Hercules Jig Table Assembly, hammers for a 
three-man crew plus a saw. 


LOWER FABRICATING COSTS 


The Hercules method is so simple and easy it takes 
only unskilled labor to fabricate quality trusses, meet- 
ing all code acceptances. The low labor cost and the 
high production rate meet competition profitably. 


MORE JOB VERSATILITY 


Hercules Trusses can be built to any span requirement 
from as short as a chicken shed to structures 100 feet 
or more wide. And there's no delivery problem with 
Hercules nailed-plate construction. Large spans can 
be trucked in sections and put together on the job with 
only a hammer. 


UNIQUE ENGINEERING SERVICES 


Hercules furnishes field engineers to help set up your 
truss plant and train your workers; and merchandising 
personnel to conduct sales seminars for your area. Our 
professional structural engineers stand ready to supply 
you with custom engineered designs for any roof prob- 
Jem at no extra cost. 
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GREATER RETURNS 


Not only are Hercules Trusses easy to assemble, the 
small initial investment keeps overhead down and prof- 
its up. Any volume of truss sales is profitable. Unlike 
expensive machine-truss assemblies that are a drain on 
profits when not kept busy every day, down-time costs 
with Hercules are negligible. 


HERCULES ADVERTISING PUSHES 
BUSINESS YOUR WAY 


In 1962 Hercules is expanding its advertising ten-fold; 
to consumers, to architects and to your builder customers 
with hard-hitting, timely advertising in major magazines; 
plus Trade Name Listing in your telephone directory. 
Be set with Hercules when this advertising breaks. 
Fabricator licenses are still available for a limited 
number of protected areas. But don’t risk waiting 
until they-are all tied up. Just pick up your phone and 
call us collect, today. 


The Hercules Truss (with hand-nailed or power-nailed 
Hercules Plates) is designed to meet requirements of FHA, 
VA, and all local building departments. See FHA National 
Bulletin #SE 269. 


MANUFACTURING PLANTS: Toledo, Ohio e Fort Lauderdale, Florida 
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: © 1961 INTERNATIONAL TRUSS PLATE CORP. 








4058 N.E. 5th Avenue, Fort Lauderdale, Florida « Phone LOgan 4-8592 
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EDITORS’ VIEWPOINT 


Football and Package Sales 


LUMBER DEALER recently called our attention to a “Contractor- 
Builder Price” List issued by a distribution warehouse for a plywood 
manufacturer. 

This is not a new development. But every time it happens, many re- 
tailers are gravely concerned. In the above case, dealers were especially 
disturbed because the wholesale firm had publicly put its new sales 
policy in writing. Ironically, the honest distributor got more criticism 
than the one who sells contractors but says he doesn’t. 

Most distributors defend such a policy change by accusing retailers 
of being poor merchants. That is—the distributors are not able to sell 
enough to dealers, so they are forced to go after the dealers’ customers. 

At first glance this sounds like a severe criticism against retail dealers. 
But, in reality, what has happened is that retail yards are getting big- 
ger and bigger; are buying carloads and are becoming more dominant 
in the market place than at any other time. 

As a matter of fact, in the case of the plywood warehouse men- 
tioned above, competition from cash-and-carry retailers was specifically 
cited by the distributor as one reason for selling builders from a ware- 
house which formerly had served dealers exclusively. 


IG RETAILERS are not particularly worried about competition 

from wholesalers. They can equal the wholesaler in purchasing pow- 
er, in most cases, and the large dealer can provide such control methods 
as prefabricated component packages, which can be a competitive ad- 
vantage. 

It’s another story with the average-sized yard. These dealers have 
been hit by big cash-and-carry dealers, shell builders and outside pre- 
fabers. Their own sales have declined and subsequently their purchases 
from building materials wholesalers have proportionately decreased. 

HAT IS THE TYPICAL DEALER to do, faced as he is with the 
likelihood that various types of building materials distributors will 
join the trend to selling the dealer’s own customers? 

Of course he will first align himself with suppliers who maintain a 
dealer policy; provide merchandising leaders and similar competitive 
programs. 

But more important, the small and medium-sized dealer must exer- 
cise greater control of his community building and home improvement 
market. He must become the No. 1 COMMUNITY BUILD- 
ING HEADQUARTERS and provide complete home improvement 
and building services, either through sub-contractors or his own crews. 
This is called “Dealer Sales Control,” as outlined on page 5 of this mag- 
azine every issue. 


If you own a small or medium-sized yard and are upset by by-passing, 
consider this: 

If you merchandise and sell jobs for your contractors, all the direct 
sales gimmicks in the world from distributors will fall on deaf ears. It 
is as simple as that. 

There is more room today for the true service retailer than ever be- 
fore. Let the large dealer play price football with the direct-selling 
distributor. In contrast, you can diversify lines; control package sales 
and become the creative merchandising force for new, high-profit 
products. Your wholesalers who maintain a strong dealer relation- 
ship should help you in these matters. 


—THE EDITORS 
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New Developments 


THUAN 


CASH=AND-CARRY, HOME IMPROVEMENT BUSINESS GAINED HIGHEST DEALER INTEREST 
at the recent National Retail Lumber Dealers Assn. 
Exposition in Chicago. Digest of meetings starts on page 34. 





NEW PRESIDENT OF LUMBER DEALERS RESEARCH COUNCIL is Fred L. Dill, Sr., 
of Dain & Dill, Inc., Building Materials of Carmel, N. Y. 
He replaces Sam B. Slaughter, Jr. Also, J. DeForest Venter, 
president of De Forest & Hotchkiss Co., New Haven, Conn., 
has been named an L.D.R.C. director. 


THREE IMPORTANT FLORIDA LUMBERYARD ORGANIZATIONS HAVE MERGED to form the 
Renuart-Bailey-Cheely Lumber & Supply Co. Fourteen yards are 
involved in the merger announced in a big display ad last month 
in the Miami News. This move means more competition for other 
independent dealers, also for the giant Lindsley chain of 28 
yards described in a BMM exclusive article in the Sept. 25th 





issue. 


Consolidation will lead to vastly increased buying power and 
choice of materials for builders and consumers, also faster 
service and an all-inclusive charge account. Geographically 
the 14 yards cover an area from Key West to Delray Beach. 
Central office for the group is located at 

1901 N. W. 22nd Street, Miami. 








OCTOBER HOUSING STARTS WERE HIGHEST MONTHLY RATE since December of 1959, 
totaling an annual rate of 1,442,000 units. 


APPLICATIONS FOR FHA INSURANCE ON NEW HOMES WERE UP 11% IN OCTOBER 
compared to September. It's an indication that home 
building is on the rise again. There are still plenty of 
soft spots, however — a recent spot check found that 
1/3 of the nation's market areas were still in the 
construction doldrums. 


NEW PAINT HAS SOUNDPROOFING QUALITIES — An unusual new alkyd paint with a 
solids content of some 70%, including synthetic fiber, is being 
tested for apartments by the Lefrak Organization, 
builder of Long Island. 


The paint is applied by conventional roller. The manufacturer 
says t.iat it can reduce transmission of sound through walls by 
50% over other paints. 








(Headlines at Presstime — Page 18) 
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PROFITABLE 


IDEAS 


FROM DOUGLAS 
_ FIR PLYWOOD 
ASSOCIATION 


Here are five proven ways to increase 
your plywood sales volume—from selling 
a special new farm panel to prefabbing 
toolhouses. If these dealers’ sales suc- 
cess stories give you any ideas for your 
own business, DFPA will be glad to help; 
see the coupon on the next page. 
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{continued on following pages) 





(continued from preceding page) 


PROFITABLE 


FROM DOUGLAS. 
FIR PLYWOOD 
ASSOCIATION 


Massachusetts dealer finds 
profits in packaged homes 


When O'Connor Lumber Co., West- 
field, Mass., shifted market sights from 
individual home buyers to builders, 
profits started rising. Now O'Connor 
does business with about 50 builders, 
assembling and selling packaged ply- 


Ei — i a i fast... yield 40% profit 
Dealer’s store showcases 
plywood construction 


Pine Lumber & Supply’s new store in 
Detroit is a profitable demonstration 
of new, logical ways to use plywood and 
plywood components. The eye-catch- 
ing roof is a series of vaults, made of 
curved stressed-skin plywood panels. 
They're supported by plywood box 
beams, spanning 40 ft.—dramatic proof 
of plywood’s strength and stability. Co- 
owners Chester Koppy and Reynold 
Berti say the store design is a real 
business-getter. “Builders and archi- 
tects are especially interested in the 
vaults and beams, and they've been 
responsible for a lot of plywood sales.” 








Ag-Ply: profitable new panel 
for farm construction 


Plywood research has come up with a 
rugged new all-purpose farm construc- 
tion panel: Ag-Ply. It gives you a new 
source of high-profit sales. Ag-Ply was 
specially researched and developed by 
DFPA engineers to meet farm needs. 
It has been thoroughly tested in 
DFPA’s laboratories to make sure it 
will stand up to hardest farm use. It 
has a price and performance edge over 
all competitive products. You can rec- 
ommend it for any general-purpose 
farm application: barn sheathing and 
siding, walls, ceilings, bins, feeders, 
small portable buildings. It's the panel 
to push when your customers want 
strongest--and simplest — construction 
at lowest price. Ag-Ply is made with 
100% waterproof glue, the same as in 
marine plywood. It’s available in all 
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AGRICULTURAL iy Y, / ' 
CONSTRUCTION *s 


Be sure you always specify 
DFPA trademarked plywood 


It’s good business to look for the DFPA 
grade-trademark on every panel. It 
means, first, quality plywood, backed 
by a rigid, industry-wide quality con- 
trol program. When you stock and sell 
only DFPA trademarked fir plywood, 
your customers keep coming back be- 
cause they know they can depend on it. 
Second, the DFPA trademark stands 
for the Douglas Fir Plywood Associa- 
tion's $6-million-a-year promotion pro- 
gram. Through advertising, field pro- 
motion and research inio new and bet- 
ter ways to use plywood, DFPA keeps 
customers coming into your store and 
your plywood sales on the rise. Insist on 
the DFPA trademark on every panel. 
It’s always a profitable idea. 


— 
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DFPA has sales aids and infor- 
mation to help you build your plywood 
business. Booklets—envelope stuffers— 
counter displays—construction plans— 
just send in the coupon, and we'll see 
that you get complete lists and descrip- 
tions of all available material, on the 
subjects you're interested in. 





Douglas Fir Plywood Association 
Tacoma 2, Washington 


Please send me a list of sales aids and in- 
formation to heip me sell more plywood. 
I'm interested in: 


C2) Ag-Ply 
() Do-it-yourself 


[} Components 
() Farm Construction 
Name 
Company 
Address 
City. OSS State 


8.8. onty 
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the | : white cement 


Trinity White is a product of 
General Portland Cement Co. 


Offices: Chicago, Illi- 
nois + Chattanooga, 
Tennessee + Dallas, 
Texas + Fort Worth, 
Texas + Houston, Texas 
* Fredonia, Kansas + 
Jackson, oe . 
Hatin: (es Signae 
California 
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are fast becoming 


...BE THE FIRST 


in your area to sell this complete line 
of necessary equipment .. . Available 
to you now from one reliable source. 


THE LAU BLOWER COMPANY 
2027 Home Ave. + Dayton 7, Ohio 


Rush us complete information on the COMPANY NAME 
complete line of Lau Fall-Out Shelter COMPANY ADDRESS 


Accessories. 
REQUESTING INDIVIDUAL 
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YOUR CUSTOMERS KNOW* 


| D S728 Pleae eas 


PR OVIDES 
FINISHING TOUCH 


..IT SATISFIES YOUR 
CUSTOMERS’ DEMANDS: 


workability that cuts costs 

Soft, even texture and low density of Western Pine Region 
species makes them easier to work by hand or machine. 
They cut smoothly, resist splitting, take nails easily and 
hold them. 


paintability to meet cost and 
color requirements 


These smooth, close-grained species provide a wide variety 
of beautiful natural colorings and take any paint or finish 
easily, require less coats to cover... 


Wry) FINISH LUMBER 


MEETS YOUR NEEDS: 


quality controlled 

All Western Pine Region finish lumber meets strict grading 
requirements after finishing. Thus you are assured of con- 
sistent quality for customer satisfaction. 


stability for storage 

These woods have a low natural rate of shrinkage and are 
thoroughly seasoned at the mills under controlled condi- 
tions, assuring yarding without downgrading. 


availability in mixed car shipments 

No need to order more than you need ... no waiting for 
small orders. Western Pine Association mills can deliver 
all your seasoned lumber needs (sheathing, siding, framing, 
paneling, etc.) in one car. 


variety for every need 

These finish materials are available in all standard sizes. 
You can also order a wide selection of millwork... and 
mouldings in over 600 standard patterns and a wide range 
of dimensions. 


Pee 


Next time you order, specify 


QUALITY GRADED FINISH LUMBER 

Department L-661, Yeon Building, Portland 4, Oregon 

Idaho White Pine - Ponderosa Pine - Sugar Pine - Lodgepole Pine - Larch 
White Fir - Douglas Fir - Red Cedar - Incense Cedar - Engelmann Spruce 


* an adaptation of this advertisement is running in builder and architectural publications 
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—— AbDImion- 


YOUR CONTRACTORS 
PREFER 


KEYWALL 


Viaial 


MAAN} 


Addition to Fontainebleau Hotel, Miami Beach, Florida 


Architect: A. Herbert Mathes, Miami, Fla. 
General Contractor: Taylor Construction Co., Miami, Fla 


Masonry Contractor: Kirkland Masonry Co., Hialeah, Fla. 


THE FABULOUS FONTAINEBLEAU 








FACTS ABOUT THE FONTAINEBLEAU ADDITION 


The proportions of the new addition to the 
Fontainebleau are immense. For example, a ball- 
room that is 200 x 140 feet, the largest in the 
world. A theater-banquet room that will seat 
4,000 at a dinner. Set up for a performance, it 
will seat 6,000. A new building with 400 hotel 
rooms is going up right alongside. A little over 
three miles of Keywall is being used as a ma- 
sonry reinforcement in the new addition. 
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BUILT TO STAY YOUNG WI/TH 


KEY WALL 


galvanized masonry reinforcement 


You can’t be leaning over the shoulder of each mason all the time to make sure he 
uses the reinforcement right. Yet proper use of the reinforcement makes the difference 
between a building that stays young and one that ages fast. But what can you do? 

Here’s one man’s answer. Masonry Contractor Hugh Kirkland says, “Lapping 
is the key to proper masonry reinforcement. Here’s what I mean. Some masonry 
reinforcement is hard to lap. Too thick. By thick I mean an \ inch in diameter. 
Lapped, that’s a quarter inch. So, with a 5% inch mortar joint, you get little mortar 
around the wire. That means poor bond, poor embedment. So what happens? 
Most of the time reinforcement is butted, not lapped. That’s even worse. 

*‘We simply avoid the problem. We use Keywall. It comes in 200 foot rolls, 
not short lengths. So you very seldom have to lap it. And when you do, it’s easy 
... easier than butting it. So of course, my men lap it. And when Keywall is lapped, 


there’s still plenty of room for mortar. 

**Keywall is a lot easier for my men to handle because it comes in rolls. It’s 
easier to cut, too. 

“But it’s not only a matter of my men liking it. Keywall reduces shrinkage 
very effectively. And it’s economical. What could be better than Keywall?” 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
KEYWALL + KEYMESH® - KEYCORNER + KEYDECK + WELDED WIRE FABRIC «+ NAILS 


a 


“7: 


Just unroll it and you're ready to 
go. Joe Kuntz, Superintendent 
for the Masonry Contractor, 
Hugh Kirkland, shows how easy 
Keywall is to work with for the 
benefit of mason Fred Kinnaird. 
Keywall is made for wall thick- 
nesses of 4”,6",8”, 10”, and 12”. 
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FHA Revises Low-Cost Housing Standards 


WASHINGTON—The Federal Hous- 
ing Administration last month can- 
celed its minimum standards for low- 
cost housing with optional use of the 
1960 MPS until next Apr. 1 when new 
regulations become mandatory. 

This extension of usual effective 
dates is to provide an adequate lead 
time for prefabricators and others who 
have existing models in production, 
which may not meet new standards, 
to convert production and architectural 
exhibits. In general, the new MPS for 
low-cost housing do not materially 
change the level or quality of housing 
already defined. 

Principal objectives. FHA said the 
chief objectives in revision No. 1867 
were to provide for “more consistent 
and uniform” application of low-cost 
standards in all FHA insuring offices. 
While certain exceptions to the regular 
MPS are permitted, FHA continued, a 
“sound, durable, livable” dwelling is 
required. 

FHA indicated the low-cost dwelling 
at time of final inspection “must be 
suitable for immediate occupancy,” 
leaving Only those incomplete items 
which a typical purchaser can com- 
plete himself without special skills or 
knowledge. The new FHA 18 will be 
distributed to persons interested in 
low-cost housing. Changes are: 


1. The standards apply to all sin- 
gle-family insurance programs, except 
213 sales, and to detached, semi-de- 
tached and row-type dwellings subject 
to certain limitations. 

2. Specific plot and building plan- 
ning standards have been established. 
Such items as minimum room sizes, 
kitchen and general storage, privacy, 
etc., now have specific minimum 
standards. 

3. Adequate insulation is now re- 
quired as for the regular MPS. Provi- 
sions have been made for omission of 
ceiling or crawl space insulation where 
the owner can conveniently install it 
at later date. 

4. Reduced _ electrical 
have been established. 

5. Smaller septic tanks are permit- 
ted. 

6. Finish grading and on-site park- 
ing are now required. 

Purpose. FHA No. 18, the new 
standards booklet, states that the pur- 
pose of MPS for low-cost housing is 
“to encourage the construction of 
housing designed to meet the needs 
of low-income families,” particularly 
those not eligible for participation in 
other FHA mortgage-insurance pro- 
grams. 

In development of these standards, 


standards 


emphasis has been placed on those 
characteristics which will assure hous- 
ing that is “structurally sound and dur- 
able, has reasonably low future main- 
tenance and is well-planned for the 
needs of the occupants.” 

Not absolute. FHA said the stand- 
ards do not attempt to provide an ab- 
solute minimum degree of shelter, 
structural strength or durability. The 
principal relaxations of MPS standards 
involve planning standards where as- 
pects of shelter over convenience pre- 
dominate. 

Application. These new MPS apply 
under National Housing Act sections 
203(i), 203(b), 203(h), 220 and 222 
where the mortgage amount does not 
exceed the maximum insurable under 
203(i) and under section 221(d)(2). 
They also apply in their entirety for 
proposed construction and must com- 
ply with Part IV, General Acceptabili- 
ty Criteria for existing construction. 

FHA noted that its new MPS “shall 
not be construed as relieving the build- 
er of responsibility for compliance 
with local ordinances, codes and regu- 
lations.” However, if the local code 
permits lower standards, FHA’s stand- 
ards shall apply. “Each dwelling must 
have at least two rooms—-one a bed- 
room—and a bathroom,” the new 
standard states. 





USG Offers Packaged Shell Program 
With Finance Help, Sales Aids 


DEALER'S SERVICE CENTER for his USG 
Basic-Bilt program is this 61/2’ high il- 
luminated display. Key part is a flip-chart 
counter book that tells the semi-finished 
home story. Display carries dealer's name 
to emphasize program is his. 
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CHICAGO—A new program to assist 
building materials dealers and builders 
in the marketing of semi-finished 
homes was released by U. S. Gypsum 
Co. at the opening of the 8th Na- 
tional Retail Lumber Dealers Assn. 
exposition last month. 

Basic-Bilt is a complete marketing 
package for low-priced homes in- 
cluding a finance plan with no re- 
course to the dealer, plan service and 
merchandising aids. There is no re- 
quirement to purchase USG products. 

“The Basic-Bilt program does not 
put USG in the finance business or 
the shell home business,” Graham J. 
Morgan, USG president emphasized. 

“It is designed to assist building 
materials dealers and builders so they 
can take advantage of the opportunity 
that exists in the shell home field. USG 
will provide the necessary tools and 
services,” Morgan continued, “but 
will not participate directly in the sale 
or financing of homes. 








TYPICAL FLOOR PLAN of USG Basic-Bilt 
semi-finished house program. While ma- 
jority of plans are low-priced homes, 
larger residences (example above) and 
vacation cottages are also included. Plans 
are adaptable to panelization. 


“This is another of the company’s 
industry services designed to help 
dealers and builders expand their mar- 
kets,” the executive added. “We feel 
helping industry sales will help USG 

(continued on page 20) 
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“LAST YEAR 
WE BUILT 
40 THOUSAND 
TRUSSES 


EXCLUSIVELY 
WITH QUALITY 
SOUTHERN 
PINE” 


A. ROBERT SOEHNER, 
President & General Manager 
Truss Manufacturing Company, Inc. 
Indianapolis, Indiana 





“Here's why: 


% Southern Pine needs no special grading; the No. 2 
grade meets all of the FHA stress requirements for trusses. 


oe ohae P % Southern Pine tops all other species in bending, 
Southern Pine is truly an all-purpose building material. tension and other strength properties, and has superior 


Whether for conventional framing or for components, nail-holding power. 
the same high quality and performance are yours % Grade-Marked Southern Pine, from the mills of the 


when you specify Quality Southern Pine produced SPA, provides the quality | need, and is quickly obtainable 
by SPA mills. in carload or truckload lots. 


SOUTHERN PINE ASSOCIATION 
; P. O. BOX 1170, NEW ORLEANS 4, LA. 
SOU Y Be a 4 a P' 4 & = Please send the following technical bulletins: 
7 O Stress Grade Guide © SPA Buyers Guide 
It’s dry... pre-shrunk... from the mills O How to Specify Quality Southern Pine 
—a F em z O Trussed Rafter Data 
of Southern Pine Association. 





NAME 





FIRM NAME 
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USG Shell Program 


(begins on page 18) 





sales, too.” 


Financing. USG has arranged with 
Allied Building Credits, Inc. to offer 
a special Basic-Bilt finance plan. It 
provides money for shell homes and 
low-cost housing with no recourse or 
liability to the dealer or to USG. How- 
ever, there is no requirement that the 
dealer go through ABC. He may make 
other arrangements. Interest is at an 
8% add-on rate under the ABC plan. 


Manual. Other marketing aids in- 


cluded in USG’s Basic-Bilt package, 
which was displayed at the NRLDA 
show, include a dealer marketing 
manual. “The Road to Profit in Semi- 
Finished Homes” helps the dealer de- 
cide if he can benefit by entering the 
shell home market. 

A comprehensive “Buyer’s How-to- 
Finish Guide” is also available. Dealers 
and buyers of Basic-Bilt homes either 
may use their own designs or use 25 
new shell home designs and some 1.- 
000 others offered through Home 
Planners, Inc., Detroit. Blueprints are 
available for either conventional or 
panelized construction. 

Sales aids. Model home promotion 
kits, job signs, store banners, ad mats, 


truck signs and radio or telephone 
scripts are all provided. A permanent 
6%’ illuminated display center with 
the dealer’s name on it is a principal 
element of the program. Everything 
is free except this Dealer’s Service 
Center which sells for about $150. 
However, there is no requirement to 
buy it. 

Morgan said the objective of the 
Basic-Bilt program is to help dealers 
and builders around the country solve 
the problem of housing for modest 
income families. He emphasized that 
USG will not participate in the financ- 
ing and will benefit from the program 
only as it stimulates the sale of ma- 
terials. 





a 
MANAGEMENT 


our 


De 


Celotex Launches Shell Home Promotion 


CHICAGO—A _ comprehensive  10- 
part merchandising and promotion 
package to help building materials 
dealers increase their share of the shell 
home market is being offered by the 
Celotex Corp. 

“Profit Plan for Selling Shell 
Homes” emphasizes “more house for 
the money” in unfinished homes, ac- 
cording to Marvin Greenwood, vice 
president-merchandising director. 

Celotex’s kit features a quality home 
image through recommendation of 
brand name building materials, availa- 
bility of 12 architect-designed Cost- 
Saver home plans and the dealer’s 
reputation for quality and service. 

Guide. A Management Guide for 
selling shell homes at a profit covers 
such subjects as: how to organize for 
a shell operation; closing procedures; 
equipping the salesman; gross profits 
and margins; and importance of the 
model home. The guide is based on 
studies of syccessful unfinished home 
builders and interviews with pioneers 
in the field. 

Promotion. In addition to the guide 
and National Plan Service home de- 
signs, Celotex’s merchandising kit con- 
tains: complete data on shell home 
financing plans; a direct mail folder; 
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a large poster; a jacket to hold appli- 
cation instructions on all material and 
equipment sold for finishing each shell 
house; newspaper ad mats for a com- 
plete promotional campaign; designs 
for highway and site signs; radio and 
TV scripts; and news releases (see 
picture). 

“This merchandising program fills 
the gap between the variety of con- 
struction plans and financing sources 
already available,” Greenwood pointed 
out. “The financing information round- 
up enables retail lumber and building 
materials dealers to choose exactly the 
type of plan most suited to local con- 
ditions,” he noted. 

“Other items in the Management 
Guide show how to avoid shell hous- 
ing pitfalls and make the most of 
local housing needs. 

Tailored to fit. Much of the materi- 
al included in Celotex’s merchandising 
kit will be imprinted with the local 
dealer’s name and address, plus cost 
and payment information for each 
home, tailored to the individual re- 
tailer’s needs. The company believ: 
its Profit Plan will help dealers up 
grade shell home sales and broadet. 
consumer desire for higher-priced 
quality-built unfinished homes. 


“The trend toward larger, more ex- 
pensive shell homes, particularly in 
the north,” Greenwood stated, “is 
making it possible for shell home 
producers and owners to plan for con- 
ventional financing, after first ar- 
ranging for interim financing which 
is not discounted, and have an oppor- 
tunity for maximum profit on each 
sale.” 

For further information on_ the 
“Profit Plan for Selling Shell Homes,” 
contact your local Celotex sales repre- 
sentative or write the Celotex Corp., 
Dept. BMM, 120 S. LaSalle St., 
Chicago 3. 


Mortgage Rates Rise 


WASHINGTON—Conventional mort- 
gage rates interest for home buying 
rose in October for the first time since 
April, the Federal Home Loan Bank 
Board reported. This just about can- 
celed a reduction during September, 
chairman Joseph P. McMurray said. 
Home purchase loans on new prop- 
erties carried a 6.05 average rate in 
October. The rate was 6.23 on pre- 
viously-built properties. 


Two Reduce Prices of 
Vinyl! Asbestos Tile 

Two large producers of vinyl as- 
bestos tile have announced price re- 
ductions. Azrock Floor Products Div., 
Uvalde Rock Asphalt Co. cut prices 
of all gauges of Vina-Lux from 4% 
to 1142%. Armstrong Cork Co. re- 
duced prices of %” and 3/32” straight- 
grained Excelon only about 7% and 
2-42 % respectively. All other vinyl as- 
bestos tile prices remain unchanged, 


How to Stop Pilferage 

New York—Two industrial secu- 
rity specialists estimate that by 1970 
at least 15% of all business failures 
will result from inside pilferage and 
theft. Today industry authorities esti- 
mate that the toll of inside pilferage 
is nearly $2 billion each year. To re- 
duce this drain on profits, Pilot Books, 
42 W. 33rd St., New York 1, has 
introduced “How to Stop Pilferage 
in Business & Industry,” a paperback 
book selling for $3, postpaid. 
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An important announcement to the building trade 


Weyerhaeuser Company 
Executive Offices 


George H. Weyerhaeuser Tacoma Building 
Executive Vice President Tacoma, Washington 


To our lumber dealer friends: 


Major changes are being made in our marketing organization 
which I believe will be of considerable importance and interest to 
you. Many of these changes will be reflected in our manufacturing 
practices and will enable us to supply you with the products that 
best meet your local market demands. Let me review them with you: 


1. Our objective is to supply the kinds of products you need 
when you need then. 


2. With this in mind, our former Lumber and Plywood, Roddis 
and Silvatek Divisions have now been consolidated into one 
...to be Known as the Wood Products Division. 


3. The consolidation will allow us to fill your specific 
wood products needs from a single source near you. 


4. At the same time, we are expanding our distribution 
system to place a ready supply of Weyerhaeuser products plus 
final price and stock decisions closer to you. 


5. By concentrating his effort in a smaller area, each 
representative will now be able to provide you with faster, 
more frequent personal service covering the complete line of 
Weyerhaeuser wood products. 


I sincerely believe that you will find our broader line of 
products and services increasingly profitable to you and of 
greater benefit to your customers. 


Sincerely, 


Vv May becca 


George H. Weyerhaeuser 
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DIMENSION LUMBER 
Kiln-Dried dimension in a 
wide range of species, sizes 
and grades. And now all 2” 
K-D Common dimension is 
edge-marked for visible 
proof of quality before, dur- 
ing and after construction. 


WOOD SIDING 

Bevel, Drop, Dolly Varden, 
Board and Batten’...a full 
range of patterns in many 
species. “Dri-Shield” water 
repellent treated and factory 
Prime-Coated sidings also 
available in three species. 


PLYWOOD 

Plyscord Sheathing with the 
distinctive Weyerhaeuser 
mark plus nailing guides 
printed on each work-saving 
panel. Also sanded, decora- 
tive and specialty plywoods 
for interior and exterior use. 


PANEL PRODUCTS 

Prefinished, perforated, dec- 
orative and Prime-Coated 
hardboards; particle and 
flake panels for underlay- 
ment and core material, and 
Ply- Veneer for economical 
partitions and packaging. 


As a dealer, you know that in the long run, nothing attracts and holds steady, profitable customers 
like dependable quality and value. Also, your job is easier when the products you handle are both well 
promoted and nationally known and respected. In wood, this all adds up to Weyerhaeuser—recog- 
nized for quality and value for over sixty years—and now the most complete, one-stop dealer source 
for fine building products of wood. See your Weyerhaeuser representative for exciting news about the 
full line of Weyerhaeuser products and services. 





RODDIS F 
VENEEREI 
Architectura 
doors for all 
solid-core, ho 
X-ray, sound- 
plastic-faced. 
doors guarant 


woods... 





DIS FLUSH 
EERED DOORS 
itecturally designed 
for all uses, including 
core, hollow-core, fire, 
y, sound-retardant and 
c-faced. Golden Dowel 
guaranteed for life. 


SOFTWOOD 

LUMBER PANELING 
Douglas Fir, Western Red 
Cedar, West Coast Hemlock, 
White Pine, Ponderosa Pine, 
in varied patterns and widths 
for complete interior and 
exterior design freedom. 


Pe eres 





HARDWOOD 
PANELING 

A full line of prefinished 
hardwood paneling, includ- 
ing luxurious Craftwall in 12 
beautiful tones, and the new 
beautiful ““Forestglo” line in 
nine distinctive species. 


products 
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SPECIALTY AND 
FINISH PRODUCTS 
Nu-Loc “made-to-measure’”’ 
lumber, end-matched lum- 
ber, Douglas Fir gutters, 
door jamb sets, moldings and 
trim, flooring, fencing, ceil- 
ing, laminated beams, etc. 


Weyerhaeuser Company 
Wood Products Division 





You’ll benefit from a wider 
range of products and more personal service... 


with this new, expanded | 
Weyerhaeuser distributing system 


*« 
® Seattle 


® Portland 


ewe Boston’ « 
Twin Cities © 
. Buffale.e * Providence, * 
: > or ahaa 
Milwaukee e — Detroit) New York’e 


O aca coun nt , . 
*Chieiee Pi Philadelphia 


Baltimore’e 


* Omaha @ 


° Son Francisco Cincinnati ¢ 


Kansas City © 
er be tells eLovisville 


a* Charlotte’® 
#@los Angeles ém phis 


Atlanta 


Dallas © 


For further information 

on any Weyerheeuser ; - 

product or service, contact * Distribution centers 
the area office nearest you. — ®@ Area offices 


ATLANTA 
1545 Marietta Blvd., N. W. 
Atlante 18, Georgia 

-4471 


BALTIMORE 
P. ant Bos 
Eigin 5-7000 Ext. 21 


KANSAS CITY 
BOISE 2110 West 75th Street 
113% North 11th Street Prairie Mo aes 
Boise, Idaho dicott 2 
LOS ANGELES 
ped So. Hill Street 


Los Angeles 7, California 
Richmond 8-5451 


LOUISVILLE 
1360 Durrett Lane 
Louisville 13, Kentucky CK 
EMerson 8-3331 Portsmouth, Rhode Island 
Buffaio, New York MEMPHIS 683-2705 

6-5950 2790 Broad Avenue, P. O. Box 5145 SAN FRANCISCO 

12, Tennessee 

CHARLOTTE A 375 S. Mayfair Ave., Suite 292 
118 East 28th St. (P. O. Box 10586) , California 
Charlotte 1, North Carolina 
33-35165 & FR-55547 


Weyerhaeuser Company 
Wood Products Division 


Tacoma, Washington 





New Product 
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Built-in Range Slides Into 40” Opening 


A new version of Tappan Company’s gas “400” range now 
is available as an easily installed built-in unit. Sliding quickly 
into a 40” opening, the attractive range saves space and in- 
stallation costs by combining the oven, broiler and surface 
burners in one compact package. 

An attractive vent hood situated over the eye-level controls 
and oven and broiler compartments is vented to the outside. 
The vent fan automatically starts when the front panel is 
opened. 

The banquet-sized oven is at an easy reach-in height and 
is chrome lined for better baking results and ease of cleaning. 
A hideaway top slides over burners leaving a handy maple 
cutting board work surface. There is also a convenient ap- 
pliance outlet. Motor driven rotisserie spit can be easily re- 
moved for cleaning and storage when not in use. The Tappan 
Co. 
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Roll-A-Way Unit Displays 
Large Sheets of Paneling 

A new Roll-A-Way System provides a 
simple, space- saving method of displaying 
large sheets of 4’ x 8’ paneling, using 
wall space only with no swing-out space 





required. 

Unit consists of a wall-mounted frame 
with a number of parallel tracks from 
which the paneling is suspended by means 
of special roll hangers. The frame, being 
twice the length of the paneling, allows 
the one sheet desired for viewing to be 
quickly rolled to the opposite end of the 
frame, putting it into full view. If store 
layout permits unit to be mounted so as 
to extend over a door or archway, panel- 
ing can be placed back to back, two sheets 
per track, for access to both sides, thereby 
saving more space. 

When mounted to wall, unit extends 
only 14” with overhead length of frame 
8’. Prices start at $150. Several sizes of 
the unit are available. Inter-Lakes Engi- 
neering Co. 
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Multi-Purpose Sculptureboard Panels 


The functional uses of new three-dimensional carved Sculp- 
tureboard panels are many and varied. They are ideal for use 
as room dividers; fixed, portable or sliding screens; fencing; 
facades; Hi-fi cabinets; screens; carports; and cabinet doors. 
The panels also may be used as a partition to screen off 
appliances as shown in photograph above. By hanging the 
panels from an overhead track, easy access to the appliances 
is maintained. 

Sculptureboard is made of high-grade exterior quality do- 
mestic hardboard. It should be treated as any other exteripr 
wood product. Prime coating and finish coating with exterior 
paint is recommended by maker. Both Sculptureboard and 
Sculpturewood, also produced by the same manufacturer, are 
patented processes. Various patterns are available in hard- 
boards and particle boards. A brochure is available. Terminal 
Industries, Inc. 
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(Use handy coupon on back cover for more information) 
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Plywall Cabinet Materials Package Introduces Century 21 Plywood Panel 

A new hardwood plywood panel, called Welshtone Century 

prefinished panels, rails, stiles and wood edging in a variety of 21, is announced. The prefinished panel is named for the space 

cherry, oak, walnut and birch finishes. age World’s Fair to be held in Seattle next year, announced pres- 
The new 34” cabinet stock offers the Poly-Clad protective ident Thomas J. Welsh, Welsh Panel Co. 

topcoat and carries a life-of-the-installation guarantee against Century 21 has a face design of mismatched grains with 

fading, structural defects and delamination. Poly-Clad cabinet V-grooves on the veneer joint for a planked effect. Retail 

stock may be cut to size for flush or lip-type doors and is price, prefinished in 4’ x 8’ sheets, is $290 per MSF. Century 

ideal for fronts, shelves and ends. Available in 12 finishes. 21 is produced ” 4’x 7,4 x if and 4’ x 10’ sheets and in 
Also available as part of the new cabinet materials package thicknesses of 44”, 3/16” and 34”. 

are prefinished rails and stiles in three sizes and 12 finishes. Century 21 pantie are back An and packaged in 10-piece 

The wood edging is easily applied with any commercial con- lots. Finishes sada are natural, blond and ivory. Door ply- 

tact cement, says maker. Made for plywood, cabinets, furni- wood panels also are available to match panels or to be used 


ture or repairs. Available in 12 finishes. Plywall Products Co. as feature doors. Welsh Panel Co. 
Circle No. 204 on Handy Cover Card Circle No. 205 on Handy Cover Card 


A new Poly-Clad Plywall cabinet materials package includes 


Paneling. Plywood interiors with colorful personalities by 
Potlatch are fully illustrated and described in a new four-page 
brochure. It also includes complete details about the maker’s 
new self-aligning Lock-Wall Plywood Paneling with furring 
strips already attached and available in a selection of inland 
wood species in both clear and knotty stying. Potlatch For- 
ests, Inc. 
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Plypack. A new brochure details ways in which you benefit 
by utilizing Hallinan Lumber’s plywood Plypack. Hallinan 
Lumber Co. 
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“Weldwood Guaranteed Sidings” is the title of a new 15-page : 
“ brochure including technical data, installation details and 

Adds Pecan Paneling finishing and application instructions on Duraply panels for All- Redwood Plywood 
Walls and beams pictured painting, as well as textured sidings for natural or stained New Ruf-Sawn redwood 
above are fashioned from a sidewalls. U. S. Plywood Corp. plywood may be used in- 
new muted-brown pecan Circle No. 209 on Handy Cover Card door or outdoors for pan- 
Weldwood hardwood. Pecan eling, siding or fencing. In 
is the fifth species to be in- photograph above, it is used 
cluded in the Weldwood Siding. A two-page catalog sheet fully describes the ad- with matching rough tex- 
Charter line. Others are oak, vantages of Ply-Sawn, a new dimension in plywood siding. It tured redwood battens. Ruf- 
birch, cherry and walnut. gives specifications, sizes and complete shipping data. Clover- Sawn is available in widths 
Enough Charter pecan pan- dale Plywood Co. of 16”, 32” and 48” and 
eling to cover a wall area Circle No. 210 on Handy Cover Card in lengths of 8’, 9’ and 10’. 
16’ x 8’ can be purchased by Retails around 23¢ a square 
a homemaker for around What’s New in Plywood foot. Literature is available. 

$75. U. S. Plywood Corp. : Simpson Timber Co. 
Circle No. 206 on Handy Cover Card (continued on page 28) Circle No. 211 on Handy Cover Card 
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Ingenious, Low-Cost Unit Con- 
nects Into Existing Heating or 
Air Conditioning Duct Systems 
... And Carries True-Fidelity 
Sound To Every Room In The 
Home! 


e Utilizes homeowners , Radio, 
Phonograph, Hi-Fi or TV Set. 


e Installed by any homeowner in 
less than an hour with can op- 
ener and screw driver. 


e Built-in unit converts every reg- 
ister outlet in the home into an 
individual speaker. 


¢ Dust, heat and moisture proof. 
Full Three Year Warranty! 


© Includes transducer, template- 
gasket with instructions, self- 
tapping screws, switch and 50 
feet of wire... complete... 
nothing else to buy! 


SUGGESTED 

BE THE] Bem -* 
SELL MAIL COUPON TODAY! 

IT TO hon soya igen lll Dept. MB-1241 


i'm interested! Send more information on ‘Musical-Aire"! 


THEM? J 


Your Name 








Address. 





City Zone State 





THE ROGER MARK CORP. lama (_] Distributor (] Dealer (Please check one) 


153-59 W. OHIO STREET ler, State Regular Distributor. 
CHICAGO 10, ILLINOIS If Dealer, State Regula 





Phone: 066-00 N t . A few choice Rep. Territories and Distributor Fran- 
ote: chises are still available. Write giving complete details. 
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What’s New in Plywood — New Products (begins on page 26) 





Early American Cedar Siding 


A classic pattern plus a traditional sid- 
ing wood combine with all the advantages 
of plywood construction to produce new 
Weldwood Early American Cedar ex- 
terior siding. The panel is 5-ply, 46” thick 
with wide (142”), deep grooves spaced 
12” oc. Faces and groove bottom are 
Western Red Cedar. All other plies are 
Douglas Fir for extra strength. 

Produces a board-on-board or board 
and batten effect. Available abraded as 
pictured or rough texture. Dealers may 
obtain literature. U. S. Plywood Corp. 
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Multi-Colored Siding Panels 

A new plywood siding, with a tough 
baked-on coating in either white, light 
green, brown, gray or soft rural red, is 
named Ranch Panel. Test sample _pic- 
tured above has withstood the equivalent 
of 20 annual weather cycles in a Weath- 
er-O-Meter with virtually no trace of de- 
terioration on finish and complete !ack 
of plywood delamination. 

Ranch Panel consists of all-exterior 
Douglas fir plywood lightly textured in 
plain or channel grooved pattern. Avail- 
able after Jan. 1. Georgia-Pacific. 
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12-PAGE 
TRUSS 
REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 


Remi must accompany order 





QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 


59 E. Monroe St., 
Chicago 3, IIl. 











PICKERING GOLD MEDAL LUMBER 


It’s from choice, big-bodied, high altitude-grown 
timber—soft and mellow-textured. Always well- 


manufactured and scientifically dried. 


PICKERING SOLD PLY PLYWOOD 


Made from selected logs. Produced with 


finest, up-to-date equipment. Quality control 


for DEPENDABLE 
VALUE 


YOU CAN'T BEAT 


PICKERING / 


program. DFPA grade stamped. 


SUGAR PINE, PONDEROSA 
WHITE FIR, INCENSE CEDAR 


Order your needs today in STRAIGHT CARS OR MIXED CARS 


with Gold Ply Plywood 


Gold Medal Lumber . . . Gold Ply Plywood 
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WATOWA 


_ RYT NERS 


HERTZ gets you out of the Truck Business 
... and back into the Building Supply Business! 


tenance, gas, oil, garaging, emergency road service, 
painting and lettering of trucks plus all administrative 
details such as licensing, insurance—and much more! 


Every hour spent on truck problems and administra- 
tive details is an hour better spent in promoting your 
own business. This is why more and more companies 
today are switching to Hertz Truck Lease Service! 
Hertz pays cash for your present trucks. Then you 
take your choice of new GMC, Chevrolet or other 
sturdy trucks. Or your own trucks can be recondi- 
tioned and leased back to you. Instead of many sepa- 
rate bills, you pay just one check per week —and that 
covers everything except the driver. 

Hertz Truck Lease Service includes complete main- 


No investment...no upkeep 


LEASE [7] TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK 


The service is flexible—trucks are custom-engineered, 
for example, to suit any kind of business. Should a 
truck be tied up for repairs, Hertz provides a replace- 
ment. Or if extra trucks are needed for peak periods, 
Hertz supplies them immediately. Get out of the truck 
business today! Call your local Hertz Truck Lease office 
for more information or write for booklet —‘“‘How To 
GET OuT OF THE TRUCK BUSINEsS.”’ 


HERTZ TRUCK LEASE, Dept. T-124 

660 Madison Avenue, New York 21, N.Y 

Please send copy of booklet—‘‘How to Get Out of the 
Truck Business”’ to: 

NAME 


POSITION IN COMPANY 


COMPANY 
ADDRESS 
CITY ZON E_____STATE 
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Show him 


DUO-FASLT 


and you’ve 
made a sale 


Les Wallack, Lageschulte Lumber, Inc., 
Barrington, IIl., says, “Show customers 
a DUO-FAST Staple Gun and you’ve 
got a wonderful sales opportunity. We 
do and it helps sell a lot of DUO-FAST 
staples each year... plusa lot of ceiling 
tile and other building products, too.” 


Be Posmnctre teeny 


, Oviet see 
g Sy H hess oe imatest 


r ave seechs pacsanenity 


few te dees teop dean 


John Patricelli, Heath Lumber Co., 
Trenton, N. J., states, ““Put a DUO- 
FAST Gun in the customer’s hand, and 
you’re on your way to volume profits. 
With our DUO-FAST loaner policy, 
we've boosted staple sales and we now 
sell over 10,000 sq. ft. of ceiling tile 
per month.” 


Tie-in DUO-FAST Tacker sales 
with ceiling tile and insulation to 
double your profits! 


Write for the DUO-FAST Dealer Deal, including 
the story on the DUO-FAST Free Service Policy. 


FASTENER CORPORATION 
3710-02 River Rd., Franklin Pk., Ill. 


DUI-FAS: 


Staplers - Tackers - Staples 
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New Product 
Parade 


G-E’s 1962 Built-In Line 

For 1962, General Electric has made 
available three custom ovens and three 
de luxe ovens. All ovens are a full size, 
21” wide x 18” deep x 15” high and fit 
into a 27” cabinet. Automatic controls 
are mounted at eye-level. 

G-E’s Americana (Model J-790) pic- 
tured above might be described as a split- 
level range as it provides three cooking 
functions within arm’s reach. It has wall- 
type upstairs oven; an oven below and 
four surface units on a recessed cooktop. 
General Electric. 
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Walnut Grained Interior Panels 


A new line of Royalcote walnut 
grained interior panels is offered in three 
attractive shades designed by Faber 
Birren, Masonite’s color consultant. The 
Royalcote 500 Series has a_ factory- 
finished surface requiring no treatment 
following installation. 

Colors are named Glacier, for the light 
tone of walnut; Tawny for the medium 
and Sable for the dark. The 4’ x 8’ 
panels are random-grooved. They may 
be applied directly to studs, furring strips 
or existing walls. Masonite Corp. 

Circle No. 215 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 
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Removes Ice & Snow 
Kleen-Sweep, a tested ice 
and snow remover, gives 
safe and sure economical 
protection against slipping 
and falling hazards on side- 
walks, steps and driveways. 
It is manufactured in pelle- 
tized form and packaged in 
a 100-pound waterproof fi- 
ber drum which contains a 
plastic bucket for easy 
spreading by hand. Colonial 
Refining & Chemical. 
Circle No. 216 on Hundy Cover Card 


Do-It-Yourself Stone 

A new precast, synthetic 
stone is available in three 
colors: solid white and 
blends of gray or buff. The 
stones are easily applied by 
any do-it-yourselfer using a 
special adhesive, which is 
provided. Stone is ideal for 
application on interior walls, 
as planter boxes, fireplaces 
or room dividers. Material is 
easily cut with coping saw. 
Apex Industries. 
Circle No. 217 on Handy Cover Card 
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You’re on TV Wednesday nights* on “David Brinkley’s Journal” 


Every week DFPA Plywood commercials sell prospects in 
your most important areas of potential - New Homes, 
Home Improvements, Second Homes, Do-It-Yourself— 
then say, “SEE YOUR LUMBER DEALER.” 

Take advantage of the growing acceptance of DFPA 
Tested Quality Fir Plywood being built by this program 
—the most powerful, continuing promotion ever staged by 

i a Pe 
‘DEPA ' 
TESTED QUALITY 


\ PLYWOOD ! 


‘ag 


*10:30 P.M. Eastern and Pacific Coast Time; 9:30 Central Time; 8:30 
Mountain Time. Co-sponsored by Douglas Fir Plywood Association. 
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any building material. Tie in closely with displays, pro- 
motions, local advertising. 

The Douglas Fir Plywood Association’s exciting new 
campaign to enlarge the market for quality plywood has 
the full support of United States Plywood, the chief source 
of fir plywood bearing the DFPA symbol of quality. 

If you haven’t already sent in for your free DFPA TV 
Dealer Tie-In Kit, write immediately direct to Douglas Fir 
Plywood Association, Tacoma 2, Washington. It’s not too 
late to start. 

Then for prompt service in DFPA Tested Quality Ply- 
wood — and additional sales help — contact your United 
States Plywood branch. United States Plywood, 55 West 
44th Street, New York 36, N. Y. 


UNITED STATES PLYWOOD 
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NEWS AND IDEAS FROM (Aymstrong FOR 


SELLING 
VINYL 
FLOORS 








MONTANA DEALER SHOWS HOW HE SELLS 
FLOORS WITH NOVEL ‘PROSPECT PERSUADER’ 


Missoula, Mont.—Does your firm have a “Prospect Per- 
suader’—a special merchandising idea that sets it apart 
from the average? This idea might be a new way of dis- 
playing your stock, or a do-it-yourself demonstrator, or al- 
most any unusual sales technique. 

For Reserve Street Builders Supply Co., the Prospect 
Persuader is a novel “interior decoration room.” Owner 
Rod Susen has fitted out the room with samples of his 
home improvement lines. He takes a prospect into this 
room when she is ready to make her final selection of mate- 
rials and colors. For example, he can show her how a floor- 
ing pattern complements paneling, cabinets, and other fix- 
tures. 


This firm’s special “interior decoration room” lets custom- 
ers visualize how flooring and other home improvement 
products will look in the finished job. 


“This room lets a customer visualize how her finished 
kitchen will look,” says Mr. Susen. “It helps me make big 
ticket sales. Often a customer leaves with flooring, cabinets, 
and paint even though she came in to buy only one item.” 


Concentrates on Armstrong floors 

“We've stocked Armstrong floors since we opened for 
business a little over three years ago,” he says. “That deci- 
sion has really paid off! In 1960, we grossed $17,500 sell- 
ing Armstrong floors. We are doing even better in 1961. 
Our sales go up every year.” 

Mr. Susen decided to concentrate on Armstrong floors 
for several reasons: “First of all, they round out our line of 
builder supplies. And then they are one of the top profit 
making items in our yard. Armstrong makes every kind of 
flooring, so we don’t need another line. This makes selling 
easier, since we don't lose any time while customers com- 
pare brands. And our inventory handling is simplified be- 
cause there is never any pattern duplication.” 


32 December 





Armstrong national ads 
work hard in Missoula 


hed © op 


Big full-color ads like these for Armstrong floors are seen 
every month by Rod Susen’s customers. 


“Since we started selling Armstrong floors,” says Lewis 
O. Nelson, Flooring Department manager of Reserve Street 
Builders Supply Co., “I’ve learned another good reason for 
concentrating on Armstrong. It’s the way national advertis- 
ing pays off for the local dealer. A lot of my customers 
know the Armstrong name from seeing the advertisements 
Armstrong runs in top national magazines.” (More than 
20,000 people in the Missoula area are exposed to ads for 
Armstrong floors. ) 

“People already know about Armstrong quality before 
they talk to me about buying a floor. The Armstrong brand 
name is so well known that it does a good part of my sell- 
ing job for me.” 


Lewis O. Nelson, Reserve Street Builders Supply flooring 
manager, looks over samples from the many patterns he 
stocks. He finds a wide selection makes customers more 
sure of their choice. 
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Small town dealer adds $5,000 yearly 
by selling Armstrong resilient floors 


Alpine, Texas—The Alpine Lumber 
Co. has been “Putting Pine in Alpine” 
since 1904, as the company slogan 
states. A few years ago, owners John 
W. and F. Edwin Gillett decided to 
put Armstrong floors into their native 
Big Bend country, too. In a town of 
4,500 people, Alpine Lumber has 
added a profitable $5,000 a year to its 
gross by selling Armstrong exclusively. 

“We're happy with Armstrong floor- 
ing,” says John Gillett, president. “It’s 
one of our best profit lines, and it 
clinches many a remodeling job for us,” 


Simplified sales 
The Gilletts display all their roll 
goods, including Armstrong Embossed 


ALPINE LUMBER COM 


Pr. 2 Gille tt (left) and J. W. Gil- 
lett find that Armstrong floors add 
$5,000 a year to their Alpine Lum- 
ber Co. business. 


Inlaid Linoleum, Tessera Corlon, and 
Vinyl Accolon floor covering, on space- 
saving wall racks. When a customer 
wonders how a certain pattern might 
look in her kitchen, they simply unroll 
it onto the showroom floor. This gives 





| 


joa W. Gillett looks over his stock 

of Armstrong products. Special dis- 

play racks make selling quick and 

simple. 
her real confidence in her choice, be- 
cause she has an accurate idea of how 
her new floor will look. 

“With this display technique and 
the reputation that Armstrong prod- 
ucts have down here in the Big Bend 
country, these floors come mighty 
close to selling themselves,” says John 
Gillett. 


Armstrong training 


Each of Alpine’s installation me- 
chanics, who often travel a long way 
to service the homes of rancher cus- 
tomers, has to be a master of many 
trades. 

“On one job our man may have to 
put in plurabing, fit window frames, 
install a kitchen floor, and help with 
the milking,” laughs Edwin Gillett. 
“His knowledge about installing floors 
comes from the Armstrong Traveling 
Installation School. What my men 
learn from Armstrong helps the whole 
company.” 





Selling proper adhesive with flooring 
increases profits, customer confidence 


Armstrong adhesives are a natural 
and profitable “add-on” to your floor- 
ing sales. And they increase your cus- 
tomer’s confidence and satisfaction 
with the finished job. 

To help you sell them effortlessly, 
these adhesives now come to you in 
their own self-display cartons: 

S-700 Brushing Cement—Brushes 
on like enamel. For do-it-yourself in- 
stallation of Service Gauge Excelon 
Tile on, above, or below grade level. 

S-130 Resilient Tile Paste—For all 
Armstrong tiles except cork, asphalt, 
Castilian Vinyl, and Excelon Tile. 
Quick-setting for fast installation. 

S-128 Paste—Multi-purpose adhe- 
sive for linoleum, Vinyl Corlon floor- 
ing, linoleum tile, and lining felt, on 
suspended subfloors. 

S$-214 Waterproof Cement—F or in- 
stalling cork tile, linoleum, Vinyl Cor- 
lon flooring, rubber tile, Custom Cor- 
lon Tile and Linotile on suspended 
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subfloors where spillage of water is 
expected. 

S-127 Cement—Latex-type, for in- 
stallation of counter tops and wall 
coverings. Good initial tack but al- 
lows time to slide material into place. 


Special display cartons help you 
sell Armstrong flooring adhesives. 
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Dealers find 
sample mailing 
snaps up sales 


Building materials dealers across the 
United States tied in successfully with 
Armstrong’s recent consumer direct- 
mail program for Tessera Corlon sheet 
vinyl flooring. 

One of a continuing series of sales 
promotions for Armstrong floors, the 
Tessera mailing was directed to the 
best flooring prospects in each retail- 
er'’s locality. Every home on the mail- 
ing list received a sample of Tessera 
Corlon and an offer of a six-piece 
coaster set at the store. When pros- 
pects visited his showroom, the dealer 
discussed remodeling with them. Some 
sales were made on the spot. 

The success that dealers had with 
this share-the-cost direct-mail program 
is an indication of how Armstrong pro- 
motions pay off at the retail level. 


W. R. McNulty, president of Hing- 
ham Lumber, inspects a 40-square- 
yard Tessera Corlon job typical of 
those produced by the mailing. 


Hingham, Mass.— The mailing 
opened up new areas of sales for the 
recently founded Hingham Lumbe 
Company, Inc. They sold three 
immediately as a result of the mailing, 
with 30 more good leads to follow up. 


Henderson, Texas—Wade’s Build- 
ing Specialties, which does 60 per cent 
of its business in resilient floors, had 
gratifying results. Virgil Wade, owner, 
finds that direct mail gives better re- 
sults than his newspaper advertising. 


jobs 


Oak Ridge, Tenn.—Casemat Build- 
ing Supply sold 14 Tessera Corlon 
jobs right after the mailing. 

“We had more success this 
mailing program than with any other 
advertising we've tried,” says Ray 
Jones, flooring manager. 


with 


Seneca, §. C.—Seneca Cabinet and 
Builders Supply are delighted with the 
number of inquiries generated by the 
Tessera Corlon sample mailing. Gen- 
eral manager Charles Cox says, “The 
mailing carried the product to the cus- 
tomer’s home. She could see and feel 
it without making a trip downtown.” 


ACCOLON'®), EXCELON'R), LINOTILE®), TESSERA, 
CORLON®), CASTILIAN'® ARE ARMSTRONG TRADEMARKS. 
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NRLDA Clinics Draw Record Crowds 


* Dealers jam sessions to learn how to improve profits, sales 
techniques and operating efficiency. 


* Thomas T. Sneddon succeeds H. R. (Cotton) Northup as 


executive vice president. 


¢ Exposition returns to Chicago, Oct. 20-23, 1962. 


CHICAGO. 

EALER ATTENDANCE at the 

clinics at the 8th annual exposition 

sponsored by the National Retail Lum- 

ber Dealers Assn., Nov. 4-7, broke all 
records, according to spokesmen. 

The biggest crowds were on hand 
for the cash-and-carry, shell house and 
remodeling clinics. Approximately 1,- 
000 dealers attended the “Old Fashion- 
ed Sales Revival” staged by Dr. Her- 
bert True and Fred Klemp. Also pop- 
ular were the materials handling dem- 
onstrations and the Lu-Re-Co com- 
ponent clinics. 

More than 200 exhibitors displayed 
their latest products. All clinics and ex- 
hibits were in the new McCormick 
Place exposition hall, which will also 
be the scene of the 1962 Exposition, 
Oct. 20-23. 

Cash-and-Carry, 
Pro and Con 

Plenty of evidence that conventional 

dealers can operate successfully in the 


CASH-AND-CARRY PANELISTS who had record-breaking audience at NRLDA session. 


face of cash-and-carry competition 
was offered by panel speakers on the 
subject, “Getting Around the Cash- 
and-Carry Question.” 

On the other hand, panel members 
already in c&c expressed the belief 
that competition among c&c operators 
will get tougher and more services will 
likely be offered by this type of build- 
ing materials merchandiser. 

Dealers who may be thinking about 
a c&c branch were advised to give as 
much time to analyzing and improving 
the efficiency and merchandising skill 
within their conventional operation as 
they would in analyzing the potential 
of cash-and-carry. 

Conventional dealers who are equip- 
ped to provide service can actually 
capitalize on the promotion done by 
c&c yards, speakers emphasized, since 
these yards have made people con- 
scious of building materials as never 
before. 

“Offer services that people want and 
can’t buy anywhere else,” suggested 


# 


Left to right: Warren Carter, Carter-Jones Lumber Co., Akron, Ohio; Charles Veenstra, 
Veenstra Lumber & Supply Co., Racine, Wis.; Roy Lanham, Brown Lumber Co., Mid- 
land, Mich.; Gustav C. Klippel, management consultant, Indianapolis, who assembled 


statistics for fiscal trend chart printed elsewhere in this article; Lee Huey, McCormick 


Building Materials Co., Franklin, Ind.; John C. Hilker, Jr., Chas. Hilker and Sons, Inc., 


Fort Wayne, Ind., dealer chairman. 
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Roy Lanham, Brown Lumber Co., 
Midland, Mich., who has competition 
from two large, two small and one 
combined c&c and service yard in 
addition to five conventional yards 
within the city. 

Servicing a county population area 
of 51,000, Lanham does 50% of his 
volume in package selling, 30% in 
consumer sales and 20% to contrac- 
tors. He offers free delivery and a full 
range of credit plans; custom cutting; 
cabinet work; furniture repair (but not 
refinishing), especially good in slow 
winter months; special sash and doors; 
custom trim for contractors; planning 
service and a very successful kitchen 
business. 

Most of Lanham’s package sales are 
in sweat equity homes, using the basic 
Lu-Re-Co system. His firm does any 
part or all of the house package that 
the customer may want on a sub-con- 
tract basis. No down payment is neces- 
sary if the customer has his lot, sewage 
disposal system and water system. 

A garage package is offered by Lan- 
ham’s firm on a sweat equity basis with 
complete instructions or turnkey job. 
One man devotes all his time to pro- 
moting remodeling packages. In addi- 
tion, Lanham does a good truss busi- 
ness, hauling loads 20-25 miles. 

Warren Carter, Carter-Jones Lum- 
ber Co., Akron, Ohio, operates 7 con- 
ventional yards and 12 c&c yards in 
Ohio and plans two more c&c yards 
and one more conventional yard in 
1962. 

“We believe that a conventional 
yard, properly operated, can be as suc- 
cessful as a c&c yard,” said Carter. He 
advised dealers to explore their own 
business fully before getting into c&c, 
especially yard layout for greater effi- 
ciency, accessibility and materials han- 
dling. Larger operations, he warned, 
are far more vulnerable to changing 
business conditions than smaller ones. 

“Showmanship is a big factor with 
the public in establishing cash-and- 
carry,” added Carter, advising dealers 
to pay more attention to this element 
in their conventional yards while trim- 
ming expenses. 

C&C savings. Carter cited these op- 
erational savings, based on his experi- 
ence, of c&c and conventional yards. 
Following expenses were eliminated: 
mill, investment in mill equipment, 
power for operating mill and mill la- 
bor; also truck expense, investment in 
trucks and truck labor; also cash dis- 
count, bad debts, returns and allow- 
ances, collection and credit; also exec- 
utive salaries. 

Savings of 50% were effected in the 

(continued on page 36) 
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Working side by side, but exactly ten years apart in age these ® 
mixer units point up Campbell’s long reliance on Macks. 


On location in metropolitan Baltimore this mixer 
unit supplies concrete for a repaving project. %& 


Campbell’s 105 Macks help satis 
big appetite for concrete and 


Ready-mix concrete and aggregates have 
to move in volume at Harry T. Camp- 
bell Sons’ Corporation, Towson, Md. 
... and with the help of Macks they do. 
The 105 business-like Mack mixer trucks, 
tractors, and dump trucks bearing the 
Campbell name that work throughout 
the Baltimore area are more than a sign 
of up-to-date, well-maintained equip- 
ment. Wherever you see one of these 
Macks you can be sure its owner is not 
only saving money on hauling costs, but 
getting an extra bonus of iong, trouble- 
free vehicle life. 

Says Ross Hoffman, fleet superintend- 
ent, “If there’s one thing you learn fast 
in this business, it’s the value of working 
with the most durable trucks you can 
buy. If you don’t, downtime and main- 
tenance costs can ruin your profit pic- 
ture. We use Macks because handling 
concrete on tough construction sites 


softens up ordinary trucks too fast.” 
Statements like this point up one of 
the principal reasons for the acceptance 
of Mack trucks— their amazing durability 
. not just when new but long after 
other trucks have “softened up” to the 
point where they are unprofitable. A 
Mack is more durable because it is a true 
quality vehicle. Quality built by Mack 
from the ground up . . . not just as- 
sembled with “off the shelf” parts from 
a number of different manufacturers. 
Mack manufactures its own engines, 
carriers, transmissions, axles, gears, and 
all other major components . . . to the 
highest standards of the industry. And 
every component made by Mack is for 
Mack trucks alone. Those who say that 
craftsmanship is dead just aren’t famil- 
iar with Mack trucks. 
It goes without saying that the quality 
Mack builds into every truck can make 
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fy Baltimore’s 
aggregates 


a profitable difference in your own oper- 
ating costs. Mack trucks will help you 
maintain dependable performance and 
keep maintenance costs down . . . elim- 
inate downtime problems before they 
start and give you the truck service you 
need for a better operating picture. 

The Mack branch or distributor near- 
est you has complete details on the Mack 
model best suited to your requirements. 
Mack Trucks, Inc., Plainfield, New Jer- 
sey. Mack Trucks of Canada, Ltd., 
Toronto, Ontario. 


MACK 


FIRST NAME FOR 


TRUCKS 
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RETAIL LUMBER and BUILDERS SUPPLY INDUSTRY FISCAL TREND 


Five Year Net Net 
Average Profit Profit 

of Medians On Net On Net 

Worth 


For Sales 
Period 
1945-1949 
1950-1954 
1955-1959 


5.33 
2.72 


Sie aise 


To Net 
Worth 
Times 


Net Net Net 
Sales Sales To Sales 
Working To 
Capital Inventory 


Average 
Collection 
Period 
(Days) 


RAPIDLY DECLINING NET PROFITS and the sober overall fiscal picture of the retail 
building materials dealer was presented to the cash-and-carry clinic audience in this 
comparative study for five-year periods since 1945. 





NRLDA Clinics 


(begins on page 34) 





following categories: yard expense and 
yard labor; utilities; telephone and tel- 
egraph; traveling expense; insurance, 
interest and investment. 

Savings of 90% were effected in of- 
fice help, postage and entertainment; 
savings of 80% in office equipment, 
sales expense, legal and accounting; 
savings of 75% in office expense and 
office supplies. 

Carter estimated that 15% to 20% 
of available business is now being done 
by c&c and may eventually reach 25%. 
By closely scrutinizing costs, Carter 
said he has reduced operational costs 
in his conventional yards as well as 
c&c. 

Charles Veenstra, Veenstra Lumber 
& Supply Co., Racine, Wis., who op- 
erates a conventional yard and c&c 
in separate locations, offered these 
guideposts for a c&c operation: 

Minimum trading area 200,000 to 
250,000; 7 acres minimum land locat- 
ed on railroad siding; layout designed 
for minimum maintenance and low in- 
surance cost; invested assets not over 
10%-20% of projected sales volume, 
exclusive of property; markup based 
on turnover of 6 to 10 times minimum, 
although some products may turn 20- 
25 times; close control of sales and re- 
cords and sufficient sales volume and 
buying power to get bottom price. 

Veenstra noted that other c&c yards 
are broadening their lines to increase 
their sales volume. With a stepup in 
advertising, cash sales in his conven- 
tional yard are higher than last year, 
Veenstra reported, while approximate- 
ly 20% of their conventional yard busi- 
ness was lost to their c&c. His conven- 
tional yard is developing land for 
builder customers, fabricating compo- 
nents and selling package remodeling 
jobs. 

C&C and conventional. Operating 
both c&c and conventional under the 
same roof, Lee Huey, McCormick 
Building Materials Co., Franklin, Ind., 
said this system will work only if all 
the personnel want to make it work 
and management gives them a practi- 
cal reason why it will work. 

Huey’s yard does $500,000 volume 
with two salesman besides himself, a 
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bookkeeper, a yard foreman and two 
regular truck drivers. Depending on 
the season, cash-and-carry sales are 
334%3% to 40% of total sales. This 
yard is not equipped for materials 
handling. Fixed operating costs are re- 
viewed several times each year, also 
unloading and delivery costs in the 
conventional side of the operation. 
Low-cost temporary help unload cars 
and drive trucks during peak periods. 

The yard maintains a double price 
system, one column for charge, the 
other for c&c. The price book is the 
key to profits, Huey maintains. A 20% 
average markup is set for a 16% gross 
profit in the c&c operation and a 
33 1/3% average markup for a 25% 
gross profit maintained for the con- 
ventional side of the operation. Oper- 
ating costs of doing business approxi- 
mate 18%. Huey said the yard has 
never made less than 3% on sales after 
taxes since opening in May, 1957 as a 
conventional and c&c yard. 

Two basic principles were establish- 
ed at the start: the double price stand- 
ard; secondly, drastic reduction in 
overhead by eliminating contractor 
calls, drawing plans, material takeoffs 
of plans, job site estimating for con- 
sumers. However, Huey said these 
services are offered when “for our 
benefit there is an immediate and iden- 
tifiable objective.” 


Shell Home Market 


Nine hundred dealers attended the 
clinic, “Shell Homes—America’s Fast- 
est Expanding Market.” These obser- 
vations from dealer-panelist and shell 
builder Earle Brenneman, Little Rock 
Lumber Co., Alma, Mich.: 

Fifty per cent of the total cost of a 
conventional house is direct labor. In 
a shell house, only 5% to 10% of the 
total labor is completed by the build- 
er, thereby saving the homeowner 
30% to 40% of the total cost. A trend 
is appearing, however, to sell the 
house nearer to the livable stage or 
completion. 

The buyers of semi-finished homes 
are primarily skilled workers who 
want to do a major part of the work 
inside their homes, or those who have 
kinfolk and friends who will help 
them. They are people who want to 
own their own home, but cannot af- 
ford to buy it any other way. People 
who do a large part of their own 
work appreciate their home more and 


will try harder to pay for it. 

Within a few months of buying a 
shell home, the average buyer will 
have increased the value of it between 
$1,000 and $3,000 as a result of the 
added interior materials and the own- 
er’s labor. 

“This is another opportunity for 
dealers to control the sale in their 
communities through another phase 
of package selling,” declared Brenne- 
man. 

Dealer-panelist Brenneman warned 
against these pitfalls: 

Halfway promotions won't get sales; 
do not oversell or overpromise; avoid 
delay in answering complaints; most 
‘2x4 salesmen’ cannot close this type 
of housing deal; avoid laxity in con- 
trol of cash; avoid basements or fin- 
ishing work; do not restrict area of 
operation too closely (50 to 100-mile 
radius). 

Dealer-panelist G. Hunter Bowers, 
Jr., William D. Bowers Lumber Co., 
Frederick, Md., made these points: 

Use some sort of job analysis to 
screen and qualify your salesmen. Put 
salesmen on straight commission with 
direct sales expense proportioned to 
overload. Average shell house com- 
mission is about 4% based on the 

(continued on page 38) 


Sneddon Succeeds Northup In 
Top NRLDA Executive Post 


T. T. Sneddon William L. Johnson 


Thomas T. Sneddon, formerly general 
manager of the retail sales division of 
Boise Cascade Co., will succeed H. R. 
(Cotton) Northup as executive vice pres- 
ident of the National Retail Lumber 
Dealers Assn., effective Jan. 1, 1962. 

Northup, who ‘has been the executive 
head of NRLDA for 21 years, was given 
a standing ovation at the Board of Di- 
rectors meeting in Chicago, where he was 
also elected senior vice president. Sned- 
don joined the NRLDA staff Feb. 15, 
1961 as administrative vice president. 

Another Boise Cascade official, Wil- 
liam L. Johnson, was elected president of 
NRLDA for 1962. Johnson, who joined 
Boise Cascade as a yard man in 1917, 
is now assistant vice president of that 
organization. 

Other NRLDA officers 
1962 are: 

Leslie G. Everitt, Everitt Lumber Co., 
Ft. Collins, Colo., first vice president; 
William T. Spencer, Spencer Lumber Co., 
Gastonia, N. C., second vice president; 
Robert J. McCutchan, Metzger Lumber 
Co., Lebanon, Ind., treasurer; Edward 
H. Libbey was renamed secretary. 


elected for 
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Are you receiving 
your share of 


the $13 BILLION 
Home Improvement Market? 


In 1960, $13,120,000,000 was spent for home modernization ...75% of the total 
new home volume that year. Sources indicate that a $69 billion backlog of moderniza- 
tion exists in the United States, with an additional $16 billion developing each year. 


HOW CAN YOU PENETRATE THIS MARKET? 
The National Home Improvement Council exists to aid in the full development of the remodeling industry. 
Representing all segments of the industry . . . builders, lumber dealers, contractors, manufacturers and asso- 
ciations, it encourages home owners to spend within their means for home improvements as an investment in 
better living. 


HOW DOES THE N.H.I. C. WORK? 
As your spokesman... the N. H. I. C. meets with FHA, congressional committees and industry leaders to 
recommend home-improvement stimulating programs. As your educator, it holds management clinics for local 
businessmen, pointing the way toward home improvement promotions. It publishes remodeling training 
manuals, reports industry trends with a newsletter, and has distributed 10,000 training courses to remod- 
elers by mail. As your public relations counsel, it will reach national magazines and countless newspapers 
with news material and feature stories on the advantages of remodeling... plus distribute booklets by in- 
dividual industries directed at increasing the total home-improvement market. 


WHAT CAN BE DONE IN YOUR TRADING AREAS? 


Your local chapter of the N. H. I. C. can institute a program which will stimulate remodeling throughout 
the area. Open houses... seminars... newspaper releases .. . a home-improvement week . . . these and many 
other promotions can be outlined by the National Home Improvement Council. And with the home-improve- 
ment council sticker on your door, you benefit directly from a nationwide program which points to N.H.I.C. 
members as reliable home improvers. 


WHAT CAN IT DO FOR YOU DIRECTLY? 


It gives you an opportunity to work with other leading firms on an industry level . .. and to make more sales 
and profits accordingly. You can use the council as an advisory service to keep abreast of developments... 
participate in education, publicity, promotion and public service programs. In short, it is the quickest way to 
develop more sales and profits in the home improvement business. 


HOW CAN YOU LEARN MORE ABOUT THE N. H. I. C.? 
Fill out the coupon below for further information about the N. H. I. C.... and your free copy of the booklet 
‘The National Home Improvement Council and What it Means to You!” 


National Home Improvement Council 
87 Madison Avenue, New York 16, N. Y. 


Gentlemen: Please send me additional information 
on how I can capture my share of 
the $13 billion home improvement market. 


Name 
Address 


City Zone State 
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sale amount of the package—not the 
financed amount, excluding taxes, 
servicing fees, etc. Alternate plan is 
draw based on the straight commis- 
sion with as much incentive as pos- 
sible. 

The salesman must be able to change 
slabs to flocr joists, take out furnaces 
and put in space heaters, change roof- 
ing weights, exterior sidings and work 
out monthly payments rapidly. 

Once a sale is consummated and the 
paper processed, the house should be 
built as fast as possible, Bowers said. 
The house can be custom or it can be 
prefab; it can be precut or preengi- 
neered; it can be Lu-Re-Co or it can 
be conventional; you can do the whole 
job or subcontract. 

The important thing is to get it 
done right, even if it costs a couple 
of bucks more. Handle complaints 
promptly. 

“Regardless of how you implement 
your own individual pricing plans, be 
certain that you work with a mini- 
mum overall net profit of 10% of the 
total erected selling price,” said deal- 
er-panelist Bowers, offering the fol- 
lowing example: 


Total price of erected house with 
approximately 1,100 square feet 
floor space and finishing mate- 
ee eR ee oe am $8,000. 
Total cost of materials in house at 
regular building supply prices . . 
Total amount remaining to extract 
site cost involving foundation, 
erection, profit and overhead ... .$3.050 
Total labor cost for installing 
foundation and erecting shell 
Gross profit 

Sales commission paid at the ré 
of 4% i's ose awre p's 
Firm’s prorated overhead and mis- 
cellaneous cost calculated on the 
basis of 712% to 8% 

Net profit figured on the basis of 
the minimum of 10% 


4,950 


1,300 


$ 800 


Dealer-panelist Ralph G. Campbell, 
Johnson-Campbell Lumber Co., Fort 
Worth, Tex., presented a formula for 
setting prices to make a profit in the 
shell house market. The following for- 
mula was established by 10 successful 
shell home builders: 


10% ........ net profit before taxes. 

2% . .... Supervision. 

290 . advertising and promo- 
tion. 

.. Commission to salesmen. 

3% . ‘ legal and financing. 

3% . administration, including 

an office girl. 

5% . total gross profit, includ- 
ing a 33%% markup 
on labor and materials. 

“Separate records are important in 

this business and you will need to in- 
vest in two display models, which will 
run about $10,000 minimum,” Camp- 
bell said. “You will need a key man 
to head your shell house operation 
and he should have his office in one 
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VARIOUS MATERIALS HANDLING EQUIPMENT lined up for dealers’ inspection in 
demonstration area at McCormick Place during NRLDA Exposition include lumber 
trees, portable generator, banded plywood and gypsum board, fork lifts and other 


trucks. 


of the models. 

“Establish an advertising budget, 
about 2% to 3%. Consider it an invest- 
ment, not an expense.” Campbell said 
90% of the shell home buyers have 
good credit rating. 


Materials Handling 

About one-tenth of the 10,122 reg- 
istrants appeared at the combined 
demonstrations and management clin- 
ics. Approximately 215 of that number 
stayed over Nov. 8 for the 6-hour 
post-exposition yard tour where they 
saw another demonstration. 

Clinics. More than 180 retail dealers 
turned out for the clinic on accounting 
and costing of materials handling. Pan- 
el members advised their listeners that 
improved handling procedures can cut 
dealer labor costs. James V. Wright, 
NRLDA materials handling director, 
said this is the greatest problem facing 
the dealer today. 

Panel. Panel members included J. 
D. May, U. S. Gypsum Co., Chicago; 
F. C. Dansereau and Albert G. Bell, 


National Gypsum Co., Buffalo; and 
moderator Wendell Scott, Redwood 
City, Calif. Chief comments by the 
panel members were: 

“You can increase your net profits 
from 3% to 5% a year by reducing 
your materials handling costs.” J. V. 
Wright. 

“More than 1,000 dealers have re- 
vised their materials handling facilities 
since last Jan. 1.” J. D. May. 

“Our figures show that two-thirds of 
the cost of materials handling is in 
labor.” A. G. Bell. 

“At least 50% of all dealers we sur- 
vey could improve their handling setup 
without buying a fork lift truck.” F. C. 
Dansereau. 

More than 100 building materials 
merchants turned out Nov. 7 to view a 
slide film series on materials handling 
for small volume dealers. B. J. Stahl- 
man, Stahlman Lumber Co., Houston, 
explained on the coordinated sound 
track the handling set up he developed 
for his large-volume yard. He claims 

(continued on page 42) 


NEW-TYPE PLYWOOD 
CARLOADING 
designed to save time 
and money was dem- 
onstrated on_ post- 
show tour by Georgia 
Pacific Corp. Kraft 
paper and polyethyl- 
ene film cover the 
load on bulkheaded 
flatcar. 
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There's still time to SPARK year-long SALES 


BETTER with this MATCHLESS PROMOTION! 
: The 1962 Better Homes and Gardens Home Improve- 
HOMES: — ment Contest has everything! $30,000.00 in cash prizes 


& Gardens . a for homeowners. A BH&G major editorial series begin- 
1962 — ning in January, generating tremendous enthusiasm for 


home-improvement among its 5!2 million action-minded 
a families. And for you, FREE—a complete kit of mer- 
uOwe IMPROVEMENT >.* chandising and promotion materials to make your 
organization Official Contest Headquarters, including 
CONTEST ° entry forms. 


IT’S EASY TO CASH IN! 


If you haven't tied in, today is the time to make your 
move for year-long traffic and sales. Top brand names 
manufacturers, builders and dealers have already said, 
‘count me in!”? Why not you! 


ORDER YOUR FREE CONTEST PROMOTION KIT TODAY! 
and € veardde WSs 





harnesses 

the purchasing power 
of 5,500,000 

Better Homes & 
Gardens families 
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“Ford Econolines 


cost us 


25% less to buy... 


save us almost 
50% on gas” 


says Mr. L. LeRoy Highbaugh, Jr., L. LeRoy Highbaugh & Son, Louisville, Kentucky 


“Our first Ford Econoline truck convinced us we 
should replace all 11 units in our repair and main- 
tenance fleet with Econoline Vans and Pickups. 


‘“‘We saved from $300 to $500 apiece on initial 
cost, and this lower price also means a fleet sav- 
ings of $200 in city taxes and several hundred 
dollars each year in state taxes. 


‘“‘We also found that our gasoline bill has been 
cut almost in half. These Ford Econolines are 
getting about 20 miles to the gallon, compared to 
the 10 miles our standard '4-tonners used to 
average. It looks like we'll save 15% yearly on tire 
costs. In fact, our total maintenance expense is 
way down. So much so, we've been able to cut our 
staff of mechanics from three to two. 


‘Many other Ford advantages have shown up— 


besides economy. Our drivers report the Econo- 
lines are much more maneuverable, and they’re 
easier to operate in snow than the standard trucks 
we’ve had. 


‘“‘Each driver-repairman carries all the supplies 
and equipment needed to plaster, paint, fix 
plumbing, secure sagging hinges or handle any 
emergency. They need plenty of room to keep 
everything where it can be reached quickly and 
easily. The Econoline’s flat floor, larger loadspace 
and convenient double doors (side and rear) are 
big timesavers. 


‘“‘We have 12 other Ford Trucks, including dumps 
and mixers for construction work and Falcon 
Rancheros in our nursery operation, all doing an 
excellent job for us.’’ 


Solid testimony that Ford’s full-time economy only starts with low price! 


Circle No. 20 on Handy Cover Card 


FORD TRUCKS 





PRODUCTS OF MOTOR COMPANY 


December 4, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








December 4, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








NRLDA Clinics 


(begins on page 34) 





to have cut cost of unloading dimen- 
sion to 15¢ per M. 

In contrast, three small dealers nar- 
rated improvements they have made 
in materials handling. Pictures told the 
story of Stahlman Lumber Co., Nat- 
chez, Miss. with Bill Stahlman speak- 
ing; Stuart S. Caves, Inc., Honeoye 
Falls, N. Y., Bill Caves; and C. V. 
Keairnes, discussing Canfield Lumber 
Co., Ft. Wayne, Ind. 

Shakes. Wright also introduced lit- 
erature illustrating the new method 
NRLDA recommends for shipping 
shingles and shakes. He said that “unit- 
izing wood shingles and shakes is a 
must” for dealers. 

The new shipping method is claimed 


to reduce unloading time to 1/9th 
that of the old method, breakage to 
1/7th, also time and expense savings 
from damage claims. Wright noted 
that palletization of the two materials 
is now economically feasible at the 
mill. 

Demonstration. A crowd of about 
500,000 viewed the materials handling 
demonstration in front of McCormick 
Place. They listened intently as R. R. 
Dooley and Herb Kent, both of U. S. 
Gypsum Co., Chicago and Wright ex- 
plained uses and details of the new 
equipment. 

New lift trucks, hand trucks, deliv- 
ery trucks, trailers, high-lift dump 
truck, truss trailer, strapping equip- 
ment and lumber trees were items 
shown (see picture). 

A later demonstration on the post- 
exposition tour at Moser Lumber Co., 
Naperville, Ill. unveiled a new method 


HAPI (Home and Property Improvement) 


Over 500 dealers attended a fast- 
paced session outlining the advantages 
of the industry’s new home and prop- 
erty improvement (HAPI) program 
sponsored jointly by the NRLDA and 
federated associations. 

“The building materials dealer is 
the remodeling man in America,” 
Thomas T. Sneddon, administrative 
vice president of NRLDA, reminded 
the clinic. 

“In HAPI, we have the logical 
program with which to capture the 
$20-billion-a-year remodeling market,” 
he said. “We can take HAPI and 
profit by it.” 

In outlining the three phases of 
HAPI, E. F. Walsh, director of intra- 
industry relations for NRLDA, said: 

“HAPI keeps information going 
back to the dealer where it belongs. 
It collects and disseminates pertinent 
market information to dealer-mem- 
bers via ‘NRLDA National News’, 
federated associations and a national 
speakers’ bureau.” 

HAPI offers dealers a_ five-day 
remodeling management training 
course. Tuition costs are: $285 for 
the first man from a firm; $210 for 
the second man; and $165 for each 
additional man. 

HAPI provides dealers with help 
in merchandising and sales coordina- 
tion. Its 1962 predetermined themes 
and timing are geared to coordinate 
dealer - manufacturer - publication _ re- 
modeling promotion efforts to create 
maximum consumer impact and _in- 
crease local remodeling sales. 

Two of the 140 building materials 
dealers who have already completed 
the HAPI Training Course told the 
clinic: 

“For anyone contemplating entering 
or already in the modernization busi- 
ness, HAPI is a must. For what you 
take home with you, the cost is 
small.”—-Bernard Tessler, owner, 
Euclid Lumber Sales, Inc., Wickliffe, 
Ohio. 
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NEW TRADEMARK identifies a HAPI 
(home and property improvement) dealer. 


“I consider the HAPI course an 
excellent answer to declining profits 
for the retail lumber dealer and plan 
to send two more of our employes 
to the next nearby course.”—Wm. C. 
Pauley, president, Pauley Lumber & 
Real Estate Co., Pikeville, Ky. 

Here is the current schedule of the 
HAPI Training Course: 

1961 
Ree oe Ls Saat Lansing, Mich. 
Dec. 11 Kansas City 

1962 
TOR, B.S ive ich hee eee Chicago 
Jan. 15 Milwaukee 
Minneapolis 
...-Des Moines 


Atlantic City 

Swit bask Garona Cleveland 

Northeastern Assn.* 

May Texas Assn.* 

July 16 Georgia Assn.* 
*Location to be announced. 

For additional information, lumber 
dealers may contact the NRLDA, 
Suite 302, Ring Building, Washington, 
D.C. or the managing office of their 
federated association. 


of plywood carloading. Georgia-Pacif- 
ic Corp. engineered the method of 
shipping 4”x8” plywood panels on 
“bulkheaded” open flatcars (see pic- 
ture). 

Shipment. Loaded in units of 100 
panels each, G-P nests the 3/8” ply- 
wood sheathing between bulkheads at 
either end of the car. No stakes are 
necessary. 

The loading, two units high, is sim- 
ilar to placement of units in a boxcar, 
except that steel strapping is used 
along the center of the load from end- 
to-end in an over-and-under pattern. 
This ties the entire load into one pack- 
age. 

Heavy-gauge kraft paper is placed 
over the top of the plywood. Then the 
entire load is covered with an 8mm 
polyethylene plastic envelope. 

Committee. The NRLDA materials 
handling committee was responsible 
for the demonstrations and clinics. 
Stuart S. Caves is chairman. Other 
members are Wendell Scott; Frank 
Hankins, H. H. Hankins & Brother, 
Bridgeton, N. J.; Walter Glocker, 
Murphy & Ames Lumber Co., Arling- 
ton, Va.; Donald J. Moe, secretary- 
manager, Michigan Retail Lumber 
Dealers Assn., Lansing; and B. J. 
StahIman, unable to attend the show 
because of a recent heart attack. 





Foam Roof Insulation 

New YorK—A new-type roof in- 
sulation based on rigid urethane foam 
is claimed by Barrett Div., Allied 
Chemical Corp. to be twice as effi- 
cient as any ever developed for flat 
built-up roofs. 

Panels of the new insulation, con- 
sisting of rigid foam to which tough 
roofing membranes have been lamin- 
ated on both sides, are now being 
produced. The company said 1” of 
this new insulation has the same in- 
sulating values as 2” of polystyrene 
or fiberglass or 2-2” of fiberboard. 

“This means urethane panels are 
thinner and easier to handle than con- 
ventional roof insulating materials,” a 
spokesman said. “This insulation 
weighs only about a quarter as much 
as the fiberboard needed to provide 
comparable insulation.” 

Other features cited by Barrett for 
the new material include: urethane 
does not absorb water; a layer of 
roofing membrane is _ factory-lami- 
nated to each face of the foam to 
prevent warping and provide an im- 
mediate “walk-on, work-on” surface; 
the panels can be applied directly in 
the hot roofing bitumen. 


New Bestwall Plant 


PHILADELPHIA—Bestwall Gypsum 
Co. of suburban Ardmore opens a new 
$7 million gypsum plant in Wilming- 
ton, Del. next month. The facility is 
expected to increase annual Bestwall 
production capacity of board and lath 
products 90.8% and plaster capacity 
74.5% in tonnage over 1958, the com- 
pany said. 
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VF ROCES with DESIGN 
SERVICE 
COUNSEL 


Dealers Join Masenite Modernization Program 
at Record Rate—Here’s what they say: 


“Although we have been in the program only 
30 days, we have received three major remodel- 
ing jobs without any competition whatsoever, the 
jobs totaling over fifteen thousand three hundred 
dollars in sales.” (McPherson Lumber Company) 














LUMBER mr 

COMPANY ‘Telephone Es 
“The first home remodel plan we submitted and 
you rendered for us resulted in a $6,000.00 pack- 


age sale.”” (Raun Lumber Company) 


“The colored perspectives appeal to us most. They 

* are accurate, beautiful and professionally done. 

ag vt eran Oe ane ... he pleasant reaction from our customers 

ee when they see their improvement in color is proof 

enough that D.S.C. is for us.” (Sehwulst Lumber 
& Coal Company) 





onpany "~The material arrived exactly as promised and 

uae 19, 1964 4. our customers seemed extremely happy with the 
* layout... We were well pleased with the way your 

department interpreted our information form,and 


laoni te Corporates : .. the customer could visualize the completed job 


lll W. Washington Stree, 
Chicago, Illimets . . . 7 
tis thee immediately.” (Burroughs Building Center, Inc.) 
Gentlemen: 


Just « mote te express ow 








Get the complete facts on en- 
tering the lucrative moderniza- 
tion field now. Contact your 
Masonite representative about 
D.S.C.—the most comprehen- MASONITE 
sive and workable moderniza- se 


tion program ever offered retail faa 
lumber dealers. 


Or write for a complete ex- 
planatory booklet. Masonite 
Corporation, Dept. AL-124, 
Box 777, Chicago 90, Illinois. 


MASONITE shows the way! 


$s 





Masonite is a registered trade-mark of Masonite Corporation ® —manufacturer of quality panel products for building and indy 
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Precut Loads tor Complete Houses 


* Sawmill tests lumber and plywood precutting and delivery 
in Portland area; now plans to ship nationwide. 


* One significant result for plywood people: packaging of 
precut wood products switches one builder from slab con- 


struction to conventional floor. 


PORTLAND, ORE 

ACKAGES of precut lumber and 

plywood for subdivision houses will 
be shipped via rail or truck across the 
country direct from sawmills if current 
plans of Diamond Lumber Co. here 
come true. 

Sawmill people have talked about 
this possibility for years. Special cut- 
ting has always been available from 
mills, but not on the full-house scale 
planned by Diamond. 

The picture above shows seven basic 
loads waiting for delivery from Dia- 
mond’s Portland warehouse—loads for 
two complete small homes. 

To get the kinks out of its precutting 
plan, Diamond entered the Portland 
market as a supplier to builders in De- 
cember of last year. Much to the 
chagrin of local retailers, the sawmill’s 
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packaged lumber and plywood plan 
was an immediate success. 

Diamond claims that the company 
supplied more than 600 houses in the 
Portland area in the past year—about 
a third of all the homes built in the 
area. The packages were especially 
saleable to Portland tract developers 
who have extensive operations in Cali- 
fornia, where the efficiency of pre- 
cutting is better known than in the 
northwest. 

Freight. The aim of the Diamond 
Lumber and other sawmills which are 
developing similar programs is to proc- 
ess the lumber to the point where it 
can still be shipped as a raw material. 
Savings can come from unitized loads 
which are mechanically loaded at the 
mill and mechanically unloaded at re- 
tail and wholesale yards at distant 


points. No waste is shipped. 

During the past year precut lumber 
for trusses and wall panels has been 
successfully marketed by Wood Com- 
ponents, Inc., Eugene, Ore.; Rosboro 
Lumber Co., Springfield, Ore. and 
other firms. Diamond extends the plan 
to the complete house package. 

Ready for dealers. “We are now 
ready to distribute the precut packages 
on a national basis,” reports Roy A. 
Gould, president of Diamond Lumber. 

“This is something that can be a 
profitable item for dealers anywhere, 
in fact our studies indicate the savings 
increase in proportion to the distance 
the package is shipped. We are also 
trying to get the jobber in on the pic- 
ture. There is a wonderful opportunity 
in this present package system for him 
to provide a complete one-stop service 
to his retail customers.” 

A form of shell house. The Diamond 
precut package includes all the neces- 
sary materials to frame, sheath and 
side a residence. Western plywood is 
used for flooring, wall sheathing, roof 
deck and siding. 

Working with architects, Diamond 
has developed plans ranging from a 
vacation cabin to a_ four-bedroom 
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Ready to Ship From Western Mills 


house. In addition, the firm has the 
facilities and architectural and engi- 
neering talent to translate plans and 
specifications for most frame homes 
to precut packages. 

Sales tool. Earl Shannon of Dia- 
mond’s precut division and a former 
lumber yard operator himself, puts it 
this way: 

“In our opinion, it isn’t feasible for 
a retail outlet to take on precutting— 
even though some major dealers have 
because of the obvious sales advan- 
tages. But precutting is too big an 
undertaking without an integrated ply- 
wood and lumber operation, because 
without integration you can’t realize 
the full economies and savings neces- 
sary to support an aggressive sales 
program.” 

Here are five advantages claimed 
by the Portland lumber processor: 

1. Dealers get an increase in their 
margin of profit—or gain more bar- 
gaining room—by reducing costs of 
precutting and overhead. With the 
lumber and plywood package, the 
dealer can sell his own lines of hard- 
ware, window sections, fixtures and 
even appliances. The dealer sells at a 
package price and doesn’t have to 


haggle over material prices item by 
item. 

2. Since Diamond provides the ar- 
chitectural service necessary to adapt 
plans to the precut package system, 
those in the marketing chain can offer 
this service to their customers without 
bearing the full burden of the costs 
involved. 

3. High quality materials are as- 
sured because Diamond, with many 
precut orders to fill, is in a favorable 
position to make the most efficient 
use of materials and to offer the best 
at comparatively low cost. 

4. Materials handling is greatly sim- 
plified. Neatly packaged parts for a 
house can be delivered conveniently 
by trailer; fork lift handling methods 
become highly practical. 

5. Inventory is simplified. 

New system. Because Diamond's 
system is new in terms of national 
distribution, details on shipments have 
not been reduced to a formula. 

“We intend to ship precut packages 
anywhere in the United States from 
our plant and we are prepared to 
answer inquiries accordingly,” Gould 
said. 

As it stands, Diamond is tooled up 
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to ship completed packages within 7 
to 10 days of order confirmation. 

Carload shipments are the most 
efficient. An average carload shipment 
includes packaged parts for three 
houses, although the size of the houses 
shipped would govern the number in 
the car. 

Here’s what the builder gets, in 11 
steel-strapped bundles: 


1. Plates 

2. Studs 

3. Ceiling joists and rafters 

4 Gable-end studs and headers 
5. Plywood 2.4.1. subflooring. 
6. Sidewall plywood sheathing 
7. Plywood roof decking 


8. Siding 

9. Foundation timbers 
10. Floor joists 

11. Subfloor or T&G 2.4.1 


With this package, the Riverside 
Builders, Inc., Portland operation, re- 
ports its crews can frame and sheath 
a home of about 1,100 square feet in 
48 manhours against 80 manhours 
with conventional systems. 

Riverside has built about $25 mil- 
lion worth of homes, most of them in 

(Continued on page 46) 
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Precut Lumber 
(begins on page 44) 





the southwest and most of them on 
concrete slab. Comments Diamond’s 
Roy Gould: 

“We finally convinced them that 
with precutting, they could save money 
with 2.4.1 instead of the slab. This is 
a tremendous victory for lumber and 
plywood. Riverside is a pace setter. 
Now that they have switched to ply- 
wood and lumber here, they are 
finding that the wood floor is a positive 
selling point. They have other big 
tracts planned and we believe they 
will go to 2.4.1 on a much broader 
basis.” 

Robert Belknap, project manager of 
Riverside’s Melody Park development 
in Portland, says: 

“The big thing from our standpoint 
is cost control. With Diamond’s deal 
we get a firm price on the in-place 
framing and sheathing. It’s hard to 
figure specific dollar savings on the 
details because we’ve been precutting 
in the southwest for a long time with 
our own crews. But this deal really 
makes simple. We eliminate a lot 
of management time and job super- 
vision. It all adds up to dollars, ime 
and, most of all, cost control.” 

Air-King Manufacturing Co., Ti- 
gard, Ore., announced a precut house 
package program for nationwide de- 
livery this month. 

In addition to its precision-cut truss 
part shipments, complete packaging 
will include precut and prefabed sub- 
components such as stud corners, 
partitition Ts, window headers, door 
headers and screened vent blocks, ac- 


PACKAGE LUMBER MERCHANT AND BUILDER CUSTOMER—Ear! Shannon, precutting COrding to Van S. Camp, Air-King 
manager for Diamond Lumber Co., left above, with Robert Belknap, project manager general manager. . : 

for Melody Homes in Portland, Oreg., in front of $16,250 model home which used Camp has been active as a supplier 
Diamond's precut lumber and plywood. Melody Hills opened 78-home section with and a builder in the Portland market, 


new models in August; some 40 homes were sold in two months. =. precut packages. See the facing 
page for further details. 


TAGGED BUNDLES delivered 
to Melody Hills project are 
checked by manager Belknap 
(left) and framing contractor 
Douglas McKee. Each tag de- 
scribes the contents of the bun- 
dle and gives instructions to the 
truck driver for its delivery. 
Each house receives seven or 
eight bundles, each marked in 
sequence. 
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perator, is key for precutting 


by small and tiedium-sized dealer, Above, random-length 2x4s of utility and 
economy grades are trimmed to studs and shorter lengths for two or three 
other uses. Stops on bar at left of operator assure exact lengths. 


Builders Want Precut Lumber, 
Western Retailer Reports 


LAKE Osweco, OreE.—Precut- 
ting for home builders was launched 
six months ago as a sideline by 
general manager Dale Calhoun of 
the Lake Oswego Lumber Co. In 
that short time, the precutting serv- 
ice now accounts for about 20% 
of this dealer’s lumber sales volume. 

“We're riding a rising trend,” 
says Calhoun. “The retail lumber- 
man can make money on precut- 
ting. He can give the builder a 
valuable service, with on-site sav- 
ings. We are sold on it and we are 
going deeper into it in 1962.” 

Calhoun says that any small or 
medium-sized yard can provide pre- 
cutting service. 

Lake Oswego Lumber is upgrad- 


ing utility and economy grades of 
Douglas fir and west coast hemlock 
by precutting. This yard winds up 
by tossing about 5% of its lumber 
in the wood box through the skillful 
use of its power saws. 

“On every 1,000 feet of lumber 
we put through our precut depart- 
ment, we can tell you within 50¢ 
what we'll make on it,’ Calhoun 
said. 

The firm supplies studs, headers, 
blocking, bridging, cripples cut to 
specified lengths. The complete 
framing package is delivered to a 
home site in three loads: 1. foun- 
dation and subflooring, 2. framing 
up to the roof, and 3. roof framing 
and sheathing. 


The builder pays $10 more per 
thousand for his precut lumber, but 
he can’t buy lumber in the usual 
way and cut it for that price on- 
site. His higher hourly labor costs 
and unavoidable on-site waste and 
clean-up time amount to more than 
the difference. 

Lake Oswego Lumber does no 
prefabricating for its home builder 
customers. It leases part of its new 
60’ x 140’ warehouse to a small- 
scale homes prefabricator, one cor- 
ner to a small cabinet maker. Cal- 
houn supplies both with their raw 
materials and hardware. 

The lumber company also sells: 
2x4 studs predrilled for the elec- 
trical wiring. With an ordinary 
heavy-duty handheld power drill, 
one of Calhoun’s crew bores one- 
inch holes in the newly-cut studs, 
five at a time as they stack up on 
the rack. 

This system drills at least 10 
studs per minute and it saves the 
builder literally hours on every 
home. 

In its precutting operation are 
four saw sheds. A swing saw or mul- 
tiplex cuts not only to length but 
also angles. There also are a mul- 
tiple rip saw, and double-end trim 
saw. Also an 8” radial is a real 
convenience. 

Better quarters are planned for 
the entire precutting operation, but 
Calhoun cautions that a full 40’ is 
needed between any two adjacent 
Saws. 

In season the plant turns out 
about 100,000 feet a month of pre- 
cut house framing, with one man 
full time and up to three men at 
rush times. 

An example of its upgrading of 
utility and economy lumber is its 
precutting of headers. These are cut 
mostly out of utility 2x8s through 
2x12s. The result is headers of 
standard and better lumber. 





New Precut Lumber 


Service Announced 


TIGARD, OreE.—Precision precut parts 
for virtually any wood truss are now 
offered to dealers and wholesalers by Air- 
King Manufacturing Co. here. 

General Manager Van S. Camp, an 
18-year veteran in lumber manufacturing 
and precut housing construction, points 
out that his firm is a member of the 
West Coast Lumber Assn., has its own 
grade stamp and is able to inventory and 
process large quantitites of 1500F in 
both fir and hemlock on a direct basis to 
the buyer. 

In addition to the precision-cut truss _ 
packages, Air-King is equipped to put to- : = 
gether complete house packages for car- PRECUT WALL FRAME PIECES from Air-King Mfg. Co., Tigard, Ore. have 
load shipments, working either from the just been unloaded above, ready for fast construction after crews finish 
company’s own plans or those of the decking. The Air-King firm is now shipping precut house parts to dealers 
buyer. and wholesalers on a nationwide basis. 


Fae 
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HOW CABIN PARTS ARE WAREHOUSED. Winton buys all lumber parts precut and uses full 
4’x8’ sheets of plywood to reduce waste and cut fabrication costs to the bone. Components 
are nailed so that no gluing is required. System can put the dealer in the position of sell- 





ing cabins without requiring him to invest in equipment, labor or shop space. 


Distributor Puts Lumber Dealers 
In Second Home Business 


Twin-City wholesaler receives 
precut lumber from its west 
coast mill, erects models and 
handles erection as additional 
optional service. All the dealers 
have to do is sell. 
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MINNEAPOLIS 

LUMBER AND PLYWOOD dis- 
tributor in this Twin Cities trad- 

ing area has added a new dimension 
to the second home business with a 
series of primed componentized cabins. 
Parts are manufactured and invento- 
ried at wholesale level by Winton Lum- 
ber Sales Co. and merchandised by re- 


tail building materials dealers. 

Launched last summer, the new ap- 
proach has already been proved suc- 
cessful, according to J. F. Shiely, Win- 
ton’s local outlet president. 

Nine dealer-distributors built model 
cabins of their own this past summer. 
A number of other merchandising- 
minded dealers were selling with the 
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help of three Dream-A cottage models 
erected by Winton. 

“We are pleased with the way the 
deal is shaping up,” Shiely commented. 
“Our planning began a year ago, but 
we didn’t get the actual promotion off 
the ground until last July. 

“In this part of the country, that’s 
pretty late in the season. Even so, the 
program took hold and we moved along 
faster than we had hoped.” 

There are enough other retail dealers 
interested, in addition to the original 
group, that Shiely expects to have 20 
more distributors with cabin models 
built before next spring’s rush begins. 

How it works. From its west coast 
manufacturers, Winton receives precut 
lumber. All parts are cut to exact size 
including beveling. Using these parts 
and a 4x8’ module for plywood pan- 
eling, jig assembly of components is 
simplified. 

Winton’s cabin package includes 
various wall panels (door, window, cor- 
ner panels), gable ends, trusses, deck 
joists, deck plywood, roof plywood, 
soffit plywood, fascia, frieze, battens 
and the screen door. Optional items 
include awnings and window screens. 

There are five exterior siding treat- 
ments available. All of them are ply- 
wood in various forms and textures. 
Panels are nailed only. 

Trusses are built with nailed-only 
plywood gussets. Gussets are cut from 
“falldown” stockpiled when door and 
window openings are cut from wall 
sections. There is little waste and all 
materials are top quality. 

“The dealer can concentrate on 
selling,” Shiely said. “The customer 
gets kiln-dried lumber and top quality 
plywood at a good price. It takes the 
dealer out of the 2x4 dimensional and 
4x8 plywood panel market and gives 
him a complete package to sell.” 

Service. Winton’s delivery is fast. 
The firm plans to keep an even inven- 
tory at all times so dealers within the 
Twin Cities area can get next-day 
delivery service. A 14’ flatbed can 
handle all materials needed to build a 
cabin up to 24’x28’. Several models 
can be loaded on the same truck. 


DREAM-A COTTAGE COSTS $1,272, about $24 a month. J. F. Shiely here points out 
that Winton Lumber sells only the shell of the 20x24’ unit. 


Construction. It takes roughly 22 
days to complete the largest Dream-A 
cabin. Winton crews will do the job or 
the dealer’s crews can do it. The buyer 
can also put up his own. Wall sections 
can be nailed in place, although Win- 
ton predrills bolt holes for panel con- 
struction since bolting is preferred. 

The importance of componentization 
and panelization are magnified in cabin 
construction because jobsite labor is 
more expensive. Travel time is in- 
volved, too. The package system great- 
ly reduces all of these problems. 

Quick erection can also be a strong 
sales point, Shiely said. A customer 
can frequently move into his vacation 
home within a few days after he de- 
cides to buy. Winton’s erection crews 
are limited to an area within 60 
miles of the shop. If the firm’s crews 
erect cabins sold by the dealer, the 
prices are: $300 for a 20’x20’ shell; 
$335 for 20’x24’; $345 for 20’x28’; 
and $360 for 24’x28’. 

Grade marked. All plywood used in 





the Winton cabins is Douglas Fir Ply- 
wood Assn.—DFPA grade marked 
and all is made with exterior glue. No 
interior-type plywood is used because 
of moisture conditions likely to deve- 
lop during winter and because many 
handymen are expected to buy pack- 
ages from dealers for erection over 
weekends. 

All panels are primed so that finish 
painting can be delayed. As it stands, 
Winton supplies the materials, the 
primed components, a_ construction 
service and package delivery. But the 
program doesn’t end there. 

Help sell. Winton goes several steps 
farther to help dealers clinch the sale 
and sell consumers on the idea of a 
second home. 

“Models are extremely important,” 
Shiely declared. “We have built three 
which serve as models for Twin Cities 
dealers. They are staffed on weekends 
and sales literature is displayed. Cus- 
tomers can vist them at any time, how- 

(continued or page 50) 


LOOKING OVER DRAW- 
INGS of a Dream-A cot- 
tage and componentized 
garage are J. F. Shiely, 
president of Twin Cities 
operation, Winton Lum- 
ber Sales Co., and R. F. 
Steinhaus of Building 
Supplies, Inc. Winton pre- 
fabs components on 
wholesale level for dis- 
tribution through re- 
tailers. 








Second Home Business 
(begins on page 48) 





ever.” 

To encourage cautious customers, 
Winton developed a mimeographed 
question-answer bulletin with many ot 
the questions prospective buyers ask. 

Layout. Winton’s offers a planning 
grid, or flexible floor plan. Each 
square represents 4’x4’. For a 20°x- 
28’ cabin, five squares on_ vertical 
axis and seven on the horizontal axis 
would be blocked out. On the same 
sheet are specifications for materials. 

Cost. There is also a cost section 


to Winton’s sales aid. Panels are la- 
beled “A” through “H” and the cus- 
tomer can “design” his own cabin, 
picking panels to suit his budget. 

The price of each item is clearly 
marked. Profit margin is built in. For 
instance, a solid plywood panel over 
studs with no hardware costs $17.48. 
But the picture window costs $100.28. 
Trusses are $15.29 each for a 20’ 
span. 

This prepricing gives the retailer a 
built-in profit, Shiely said, and elimi- 
nates haggling over the cost of in- 
dividual parts. From the dealer’s point 
of view also, the cabin can lead to more 
sales. Examples are interior paneling, 
prefab fireplace, shelving and cabinets. 





Now on 


ROSBORO’'S 
List of fine 
FOREST PRODUCTS 


Quality ...long a Rosboro hallmark, reap- 


pears in our latest addition to a family of 

fine lumber products... PLYWOOD! Quality timber 
and quality mill facilities provide quality Douglas Fir 
plywood in sheathing and sanded, exterior and inte- 
rior, DFPA grade-stamped. Sizes up to 5’ by 10’. 


Mixed cars, too, of lumber and plywood. 


DOUGLAS FIR 


PLYWOOD 
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“This sales opportunity is not 
wasted by the merchandising-minded 
dealer,” Shiely pointed out. “We have 
found that dealers are extremely loyal 
to us once they find out how the sys- 
tem works and how it can work for 
them. 

“We in turn are convinced that the 
dealer distribution system is vital to 
the program and to our business gen- 
erally. It all works out very well.” 

Financing. Cabin loans are no prob- 
lem to the Dream-A cottage mer- 
chandiser. Allied Building Credits, 
Inc. will finance the leisure homes us- 
ing the cottage cost and planning grid 
sheet as an order blank. Complete 
specifications for each component 
have been filed with ABC so that 
none of this information is required 
of the builder. 

The ABC plan is based on first 
mortgage security. ABC commits it- 
self to buy the first mortgage loans 
from dealers at a discount. No down 
payment is necessary if the applicant 
owns the land free and clear. Top loan 
limit is $5,000. Terms are 84 months 
where the unit is intended for a second 
home and 72 months otherwise. 

Winton dealers report that the 
component system and fact that the 
plans for each of the cabin “building 
blocks” is on file with ABC greatly 
reduces loan problems. It further helps 
sales. 

May be a winner. While the Winton 
system looks like a winner now, Shiely 
pointed out that it wasn’t self-starting. 

“If you go into this kind of thing 
expecting immediate response from 
25% or 30% of the retailers in your 
trading area, you are going to be 
badly disappointed,” he said. 

Promotion. Winton’s first piece of 
literature announcing its cabin serv- 
ice explained financing possibilities 
and gave a thumbnail sketch of how 
the program would operate. Plans were 
outlined and designs shown. The piece 
went out to 600 dealers—exactly 25 
replied. 

However, Shiely was still firmly 
convinced he had a good program. He 
asked his sales force to find out what 
happened. They discovered that the 
announcement was lost in a deluge 
of direct mail from manufacturers and 
suppliers at that time. Some Winton 
letters had never even been opened. 

Shiely shifted gears and promoted 
the program with person-to-person 
calls, magazine ads and a special din- 
ner meeting for 56 dealers. The event 
included an inspection of Components 
Unlimited, the Winton affiliate that 
produces the components. 

This approach proved successful. 
Shiely explained what the program 
was all about and touched on other 
services available to dealers from 
Winton. He began to form a team. 

“We now feel we have a solid core 
of lumber and building materials 
dealers interested in the program,” 
Shiely said. “The dealers are willing 
and able to carry it out. By next 
spring we will have 20 dealers who 
show model cabins.” 
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LEISURE-HOME designed by Standard Supply & Lumber Co., 
Grand Rapids, Mich. has 3/8” plywood sheathing walls over 
2x4 studs with 1x4 top and bottom plate for ease of erection. 
The 20’x24’ basic model sells for $1,300, no money down 
and $25 a month payments. 


Sells Plywood Cabin 
Package For $1,300 


¢ Michigan dealer promotes panelized 
leisure home (20°x24’) for ‘‘nothing 


down."’ 

%,” plywood floor; 4x4 and 4x8 ply- 
wood panels with %” textured ex- 
terior plywood siding; asphalt shin- 
gles applied on ¥%” plywood roof. 


GRAND RapIps, MICH. 

TANDARD SUPPLY & LUMBER CO. expects great 

things of its newly-designed Enchantment cabin in the 
1962 vacation home sales period. Planned especially to 
fit area needs, the 20’x24’ panelized leisure home is 
produced to sell for $1,300 with nothing down and 
monthly payments of $25. 

“Land on a federal reservation near here is being re- 
leased,” Jack Ballast, sales manager, explained. “People 
can lease lots for a long term at very nominal rate. The 
government’s only requirement is that no structure be 
erected on the lot that is valued at more than $1,500. 
That’s the limit the government will pay if it decides to 
repossess the land.” 

Modules. Standard designed a vacation home of pre- 
fabricated 4” modules to sell within the federal limitation 
and still provide basic leisure-time comfort for buyers. 
Units are built in the shop, then sold kd for handyman 
erection. Instructions give complete step-by-step procedure 
for easy pier and cabin erection. 

“We sold six Enchantment cabins before warm weather 
left us,” salesman Louis Vink pointed out. “Next spring 
and summer we fully expect to move from 50 to 75 of 
them. It should be a continuing profit item for us.” 

Construction. Standard’s low-cost leisure homes are sol- 
idly built. Five ledger beams, one 2x10 center joist and 
2x6 floor joists mounted on footings and piers sustain 
¥8” plywood floor deck modules. Precut 2x4 rafters are 
easily assembled into trusses and plywood gable ends. 
Asphalt shingles top modular %” plywood roof decking. 

Walls are fabricated of 2x4 studding, 1x4 top and bot- 
tom plates and %” textured exterior plywood. There 
are three aluminum sliding windows front and back and 
one prehung entry door. Windows are omitted from sides 
for privacy and easy of erection. 
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but you can do it a better way by specifying precision cut 
truss parts, rafters or precut houses from Air-King Man- 
ufacturing Corporation. 


@ Air-King is a MANUFACTURER and a member of 
WCILA grading bureau. We can reduce waste and 
freight. 

Air-King gives the advantage-of fast machinery and 
low cost. . . reduces customer's inventory. 


Air-King cuts to specification in any grade or Coast 
species, produces hard-to-cut items, unitizes boxcar 
loading. 


Call Now or write on your letter head to: 


- * 
Air: King vanuracturine CORP. 
P.O. Box 6302, Tigard, Ore., Phone ME 9-1141 


Circle No. 26 on Handy Cover Card 


MULTIPLEX Display Panels 
make your selling job easier 


You can display panelling, wallboard, siding, trim, flooring, etc., 
on Multiplex Swinging-wing Panels. Items should be properly 
identified as to sizes, prices, practical uses, etc. 

Our catalog has complete informution on how-to-use-Multiplex— 
plus construction features, prices, etc. Mail the coupon for your 
copy today. 


ULTIPLEX dist Fatre ca 
St. Louis 7, Missouri § 
t 
i 


Dept. E, Warne & Carter ° 
Please Send me literature on your Display Equipment 

NAME 

COMPANY 

ADDRESS ... 

CITY AND STATE 
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SALES ARE UP for Weldwood exterior 
sidings such as the lap product shown 
above, according to United States Ply- 
wood Corp. A 60% sales increase was 
registered this year compared to 1960, 
maker reports, attributed to marketing 
program which shows dealers how to sell 
sidings to builders. 


aL | j 


uid | 


PLYWOOD BARTENDER, a 22’ double-ender craft, viewed by TV audience during 
David Brinkley's Journal program sponsored by Douglas Fir Plywood Association. 
The television commercials are designed to show versatility and strength of plywood. 
More than 12,000 dealers received point-of-sale material to tie-in with DFPA’s 
television series. 


LYWOOD > 
IN THE 


NEWS 


MILE-LONG PLYWOOD PANELS—tike the 5x36’ panel above, plied in any grade, although sizes of sanding equipment limit 
giant panels are available in almost any length, if you can some of the six. Manufacturers with equipment for producing 
figure a way to get them from mill to job site. Six major man- giant panels (such as pictured above) include Cascades Ply- 
ufacturers have announced panels 8 feet or more wide and wood Corp.; Diamond Lumber Co.; Georgia-Pacific Corp.; In- 
‘any reasonable length.'’ In most cases panels can be sup- ternational Paper; Simpson Timber and U.S. Plywood. 
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PREFINISHED PANELING is growing 


steadily as top-ranking retailer item 
in all sections of the country. It is a 
major growth item for Selck & Co., 
midwest jobbers located in new 75,- 
000 sq. ft. Chicago warehouse. Scene 
from Selck warehouse shown above. 


For complete Selck story, see your “wag 
November 20,1961 BMM. PLYWOOD MERCHANDISER TELLS HOW TO MAKE PROFITS—Jim Hayhoe (above), 


president of Capitol City Lumber Co., Lansing, Mich., says you first must find out 
what plywood is to be used for. Next, always inventory at least two cars of ply- 
wood. Third, sell plywood hard ‘‘because it’s profitable.’’ Hayhoe gets a six-time 
turnover on plywood; says his firm can possibly sell 1% cars per month in 1962. 
Until 10 years ago, Capitol City was engaged in wrecking and used lumber. Today, 
firm has 57 employes and operates within 20-mile radius of Lansing. Hayhoe cited 
the DFPA grading system as a big help. ‘Once we know the end-use we can sell 
exactly the right grade without compromising on quality or price,"’ he explained. 


DEMOUNTABLE SAWHORSE of 
plywood appeals to do-it-your- 
selfer, according to Douglas Fir 
Plywood Association, whose 
laboratory people are watching 
for joint failure during loading 
tests of the new sawhorse de- 
veloped by West Coast Forests 
Products, Inc., Sumner, Wash. 
Made of four pieces of 34,” ex- 
terior type plywood, sawhorse 
withstood uniform loading of 
10,300 Ibs. per sq. ft. without 
joint failure. 
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2-COLOR NEWSPAPER ADS are viewed by Robert 


Marks of Build 'n Save. 


ECONOMICAL PLYWOOD RACKS built like plywood columns with big gus- 


sets to support wing racks. Units provide example of plywood strength, 


dealer points out. 


Plywood Ad Leader Draws Crowds 


LAKEWOOD, CALIF. 

“Whenever we need additional im- 
pact in our advertising—or whenever 
our sales need a kick in the pants— 
we cut our gross profit on 44-inch A-D 
and use it as a leader. The results 
are sensational.” 

So says Robert E. Marks, general 
manager of Build ’n Save in this Los 
Angeles area community. 

If using softwood plywood as an 
advertising leader to draw crowds 
sounds like unusual merchandising, 
look at these other tactics of Build 
’n Save. 

The firm currently is inventorying 
toys; it has offered canned chicken 
and motor oil and muzzle-loading 
muskets as leaders in the last few 
months; it gave away house plants 
last month; lamps at cost will be ad- 
vertised in January, 1962. 

“In a way,” says Marks, “what we 
are doing is a reaction to discount 
house merchandising techniques and 
hardware store sales of plywood. Build 
’‘n Save is a building supply house. 
That’s our reason for existence. But 
if discount houses offer plywood as 
an advertising loss leader, we do the 
same thing—and go a little bit fur- 
ther—to get traffic into our building 
supply departments.” 

Even with gimmicks like muskets, 
the best crowd-getter is DFPA '%- 
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inch A-D. 

Build ’n Save buys 4 x 8s, then 
cuts its own “handy panel” stock. “A 
customer can buy any size, any thick- 
ness,” Marks says. “We make it easy 
for him.” 

The only problem, he adds, is 
that the salesmen are “always bug- 
ging the management to advertise 
plywood.” 

Why? 

“Because it draws customers and 
because it’s reasonable to assume that 
when a man comes in to buy fir ply- 
wood on sale he is planning to build 
something—a cabinet, a shelf, a door, 
or maybe he is ready to undertake a 
big remodeling job. Advertising ply- 
wood gives our salesmen a chance to 
get acquainted with the customer and 
to sell a power saw, some nails, hard- 
ware—or perhaps that big remodel- 
ing ticket.” 

Experienced salesmen. Unlike some 
of the other free-wheeling merchan- 
disers, Build ’n Save uses experienced 
lumber and plywood salesmen who 
work on an incentive commission ba- 
sis. They have a strong interest in 
selling quality building materials. Be- 
cause they are well-grounded with 
product knowledge, they can stimu- 
late repeat business by providing 
extra service to their customers. 

Andy Schneider, lumber and _ply- 


wood operations director for Build 
‘n Save, estimates that plywood sales 
at the Lakewood store are roughly 
three times those of the average cash- 
and-carry lumber yard in the Los An- 
geles area. 

How does Build ’n Save achieve this 
high plywood volume? 

In a nutshell, they make it con- 
venient, interesting and enjoyable for 
a customer to visit the store and they 
encourage the customer to do so with 
a continuing advertising program. 

Hours are noon until 9 p.m. be- 
cause traffic counts indicated those 
are the hours most convenient for 
customers—and therefore the most 
profitable hours to have salesmen on 
the floor. During peak traffic peri- 
ods, four information booths are 
manned by salesmen who can answer 
questions about carpentry, joinery, 
new products and which-way-to-the- 
restroom. 

Service. There are three “Mr. Fix- 
its’—carpenters who will repair, or 
explain how to repair, broken screens 
and windows, leaky faucets, sloppy 
paint jobs, or tell in detail how the 
plywood the customer intends to pur- 
chase can be utilized best. 

One of the “Mr. Fixit” trio is an 
outside man. He visits the customer's 
home and will do minor repair jobs— 
for a price—that the homeowner 
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HANDYMAN CUSTOMERS use Build 'n ig mem s drive-i in abies fo aidan above 
load car with plywood purchased inside building. Cart is ideal for buying and moving 


large panels. 


might not be able to do himself. It 
isn’t a big money maker, but it fre- 
quently leads to remodeling jobs, and 
Build ’n Save has a complete remodel- 
ing department. 

There are display rooms and scale 
models to help buyers visualize how 
the kitchen or bedroom might look if 
it were remodeled. The firm offers 
architectural and construction advice. 
There are samples of add-a-room re- 
modeling possibilities and costs. 

The lumberyard, which is off one 
end of the 70 x 430 foot main store, 
is a serve yourself, drive-in operation. 
Once loaded, customers’ cars pass 
through a checkout gate where an at- 
tendant checks the merchandise and 
takes the payment. It’s all cash. Build- 
ers don’t get any credit breaks—“AI- 
though,” Schneider says, “we do serve 
a number who pay with cash. 

“Essentially, what we have done 
here,” Marks says, “is take a lot of 
merchandising ideas that have been 
proved by the experience of others 
—then apply them to plywood and 
lumber and, in some cases, take them 
one step further.” 

It has worked out well. 

Build ’n Save was opened a little 
less than two years ago. Today it is 
operating at a rate of more than $3,- 
000,000 worth of business on an an- 
nual basis. 


TEA HOUSE MODEL is built next to Build 'n Save 70’x430’ 
store. Built with plywood construction techniques, the cabin 
model is wired so that customers can signal salesman inside 
store if needed. Only entrance to cabin is through patio shop 
which faces lumberyard area. 


BUILDING CONSULT- 
ANTS are always on 
hand at Build 'n Save 
to help do-it-yourse!f 
customers or sel | 
packages. The consult- 
ant sign is placed on 
drafting table. 
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MOBILE SIGN is used by dealer Joe Allen and son, Charles, in planning center of Sparland 
outlet to point up availability of DFPA grade-trademarked plywood to rural trade. Product 
literature with home improvement and farm building ideas get prominent spots in Allen's 


seven yards. 


Big Rural Plywood Market 


Linings for grain storage bins and add-a-rooms have spurred plywood 
sales for Illinois farm-area dealer. 


RURAL HUSBANDS prefer to select the various species of 
prefinished paneling they buy for their homes, leaving choice 
of color to their wives. Sparland store manager Mel Summers, 
right, with G-P representative Steve Ferri. 


LACON, ILL. 

LLEN LUMBER CO. is cashing in on a rising demand 

among its rural trade for plywood products by serv- 

icing 25,000 people with its seven retail yards in the rich 
north central Illinois farm area. 

This year the firm’s total sales of various thicknesses 
of fir plywood to farmers has jumped to a whopping 
100,000 square feet. 

“Our rural trade’s acceptance of plywood products for 
its homes and farm buildings has grown by leaps and 
bounds in the last five years,” says Joe Allen, president 
and owner. 

The 68-year-old firm has its headquarters in Lacon, 
Ill., with retail outlets in nearby Sparland, Varna, Toluca, 
Wenona, Lostant and Rutland, towns ranging in population 
from 500 to 2,300. 

“Selling plywood is a year-round business with us,” 
said Allen. “In the winter, our rural customers add rooms 
and even line their grain storage bins with exterior grade 
plywood.” 

The majority of Allen Lumber’s plywood business is 
with farmers; 75% of them enlist the help of a contractor; 
only 25% of them are do-it-yourselfers. 

Big-tickets. Allen Lumber’s big-ticket sales of DFPA 
grade-trademarked exterior fir plywood for farm buildings 
recently won for it a letter of commendation from 
Georgia-Pacific Corp. as one of G-P’s top rural dealers. 

The Sparland outlet’s recent sale of a 124 x 46’ 





“farrowing house” to a hog farmer typifies the big-ticket 
sales won by Allen Lumber. About 500 sheets of fi) 
plywood were used in the building. The sheets consisted 
of %” CD premium fir plywood sheathing on the roof; 
¥%3” BC exterior fir plywood on the exterior and interior 
sidewalls; 4%” AC exterior fir plywood on the interior 
ceiling and soffit. 

The Sparland yard also racked up the following related 
sales in the package deal: concrete for the foundation, 
floors and footing; perimeter, wall and ceiling insulation; 
framing lumber and pentatreated poles; roofing materials; 
and gates, windows and doors. 

Approximate total cost of the ‘“farrowing house” to hog 
farmer: $20,000. 

Personal service pays off.-wn] uojjy Jo su0qyseq oy] 
ber’s successful merchandising of plywood is its ability to 


offer personal service whether the order is large or small. 

Here’s how the firm’s seven store managers create 

rural plywood sales: 

—Ring doorbells to learn of farmers’ home moderniza- 
tion and farm building needs. 

—Sell the complete farm building package including 
financing, with labor subcontracted. 

—Guarantee job satisfaction by the lumberyard. 

—Take the time to explain to each customer the relative 
merits and advantages of the wide variety of piywoods 
available. 

—Make each store a headquarters for the do-it-yourself 
trade. 

—Help a do-it-yourselfer lay out a job and provide 
him with advice. 

(cci.tinued on page 58) 
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TYPICAL PLYWOOD FARM BUILDING PACKAGE sold by Allen Lumber Co. to its farmer- 
customers is this ‘‘farrowing house,’’ along with related building materials. Approximate 
cost to hog farmer: $20,000. 





paneled on the interior with various hardwood species of prefinished paneling selected by 
the homeowner at the retail store. 
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Big Rural Plywood Market 


(begins on page 56) 





-Cut plywood to a customer’s specifications. 

—Make deliveries free of charge. 

To supplement these merchandising tactics, Allen Lum- 
ber uses store displays, occasional newspaper advertising 
and monthly mailers. 

“Why does our rural trade buy fir plywood farm 
buildings?” asks Allen. “For one thing, they like the way 
the 4’ x 8’ panels cut labor costs and speed construc- 
tion,” he replies. 

Prefinished paneling. “We are just beginning to sell a 
good quantity of prefinished plywood,” added Allen. 
“Three of the homes built this year by our Sparland yard 
were completely paneled on the interior with various 


hardwood species ot prefinished paneling.” 

In addition to building some homes, Allen Lumber has 
a land development program. 

Financing. Twenty-five percent of the firm’s customers 
pay cash for their building materials; 50% buy on regular 
credit terms; 25% utilize the firm’s financing plan. 

Veteran dealer Joe Allen is vice president of the Illinois 
Lumber & Material Dealers Association, Inc. Both of his 
sons, Charles and Joe Allen, Jr., are graduates of the 
Michigan State Lumber and Building Materials Mer- 
chandising Course. 

Joe, Jr. is on a three-year tour of duty with the U. S. 
Air Force; Charles is busily engaged in helping his father 
operate the seven yards. The firm was founded in 1893 
by Joe Allen’s father. 

For the convenience of its rural trade, Allen Lumber 
Company’s seven lumberyards are remaining open from 
7 a.m. until 5 p.m. Mondays through Saturdays. 


PLYWOOD MERCHANDISING TIPS... 





SALES-WINNER: A non-advertised and cash-and-carry 4’ x 8’ 
sheet wins the most paneling sales at Baumgart Lumber & Coal 
Co., Bloomington, Ill. Displayed with a price sign and sup- 
ported by a Multiplex fixture, the prefinished blond sample of 
lavan mahogany retails at $8 per sheet or 25¢ a square foot. 
“The full panel does a selling job by itself,’’ reports sales 
manager Bill Baumgart. Do-it-yourselfers have picked up 200 
of the full-size sheets in the last couple of months. 


BONUS SALE OF PANELING: Windows and doors tied together 
in a recent successful promotion of Builders Products Co., East 
Peoria, Ill., resulted in a “‘surprise’’ sale of paneling. ‘‘In a 
buying mood, the huge crowd of shoppers picked up 300 
sheets of 4’ x 8’ prefinished paneling,”’ said store manager 
Luke Spinder, shown with his brother and office manager 
James Spinder, left. The Spinders’ paneling display rack per- 
mits a customer to pull out full-size sheets. 


SPECIALLY-DESIGNED FIX- 
TURES for self-service shed 
display of plywood and sheet 
goods, as used in new mart 
of Woodruff Lumber Co., Du- 
luth, Minn. The mart has some 
10,000 square feet of lum- 
ber display, including seven 
aisles such as the one shown at 
left. 


December 4, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Facts on Hardwood Plywood 


Imports Lag 14% in 1961, 
But Wood Promotion Creates 


Favorable Climate for Item 


LouIsviLLE—Discussion of a con- 
gressional bill to provide a new ap- 
proach to regulation of imports high- 
lighted the fall meeting of the Hard- 
wood Plywood Institute. More than 
70 hardwood plywood manufacturers 
attended from 18 states and two Ca- 
nadian provinces. 

However, in the first seven months 
of this year total hardwood plywood 
imports lagged 94.4 million sq.ft. 
(14.3%) below the same 1960 period. 
An exception to this trend was Taiwan 
(Formosa) which increased its exports 
to the U.S. more than 100%. 

E. M. “Ted” Magarian, hardwood 
products manager, Weyerhaeuser Co., 
Tacoma, Wash. spoke to the HPI 
group on the importance of their real 
bosses—ultimate consumers. 

Mortimer Doyle, executive vice 
president, National Lumber Manufac- 
turers Assn., Washington, brought ev- 
eryone up-to-date on the National 
Wood Promotion program and “how 
it is creating a favorable climate for 
hardwood plywood.” 

Uses. It was noted that jobbers and 
lumber and building materials dealers 
handle about 40% of all hardwood ply- 
wood produced for wall panels, flush 
doors and marine plywood. One of the 
newer uses for the material is lami- 
nated block flooring. HPI has a new 
commercial standard, CS233-60, pro- 
viding prime grade A and _ standard 
grade B for the five producers who 
manufacture, prefinish and merchan- 
dise this item. 

Sales aids. HPI is developing a 
booklet, “How to Sell Hardwood Ply- 
wood” for retail, jobber and manu- 
facturer salesmen. “The Hardwood 
Plywood Manual” is designed for ar- 
chitects, designers, engineers and stu- 
dents. 

New standard. The technical com- 
mittee of HPI has revised CS35-31 
commercial standard for hardwood 
plywood for the first time since 1956. 
Special reprints of new CS35-61 are 
available in single copies free from 
HPI, Box 6246, Arlington 6, Va. In 
quantity the folder sells for 35¢. 

Grades. Grade descriptions of all 
hardwood plywood species have been 
changed to more nearly conform to 
those of hardwood veneer and flush 
door industries. New premium grade 
1 is when face consists of more than 
one piece it must be matched in color. 
Good grade 1 is where pieces need 
not be color matched but must not be 
sharply contrasting. 

Other grades are sound 2. utility 3, 
backing 4 and specialty SP. The 
latter includes plywood that does not 





HARDWOOD PLYWOOD EXHIBIT in the 
General Services Administration Bldg., 
Washington, D. C., is examined by Bob 
Weber, left, president, Hardwood Ply- 
wood Institute and George Wnek, man- 
ager, Federal Construction Products Cen- 
ter where building materials and com- 
ponents are displayed for architects and 
engineers assigned to federal projects. 


conform to any of the other grades, 
such as architectural plywood, matched 
grain panels for special uses and spe- 
cial veneer selections. 

Sizes. Lengths of 120” have been 
added. Widths of 16” and 32” have 
also been added and 30” and 40” de- 
leted. 

Cores. For the first time particle 
board and wood composition board 
and softwoods have been written into 
the commercial standard as a core 
material for hardwood plywood. Soft- 
wood plies must conform with their 
applicable standard: CS45-60, Doug- 
las fir plywood; CS122-60, western 
softwood plywood; or CS157-56, pine 
plywood. 

Producers may issue certificates in 
concert with HPI for each shipment 
or label each piece as conforming to 
the standard in order to assure pur- 
chasers they are getting hardwood 
plywood of quality specified. The HPI 
seal guarantees that plywood is bonded 
as specified. 


Russell Renamed Rusco 
COLUMBIANA, Onto—On its 25th 
anniversary in the metal door and 
window industry, F. C. Russell Co. 
stockholders voted to change the 
firm’s name to Rusco Industries, Inc. 


Alabama Distributor 

ATLANTA—Associated Distributors 
of Atlanta recently opened a second 
Alabama operation in Birmingham. 
The firm has six other warehouses, in- 
cluding one at Tuscaloosa, Ala. and 
five in Georgia. Ralph W. Norman, 
vice president-general manager, heads 
the new operation to be known as 
Birmingham Cash-and-Carry Build- 
ing Materials, Inc. 
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UNIVERSAL 


| SABRE 


WOOD CUTTING 
METAL CUTTING 
HANDY PACK 
PRICED RIGHT 


FIT MOST 
POPULAR SAWS 





Here are the most 
popular sizes and 
types of Sabre Saw 
Blades...no slow 
movers. 

2—wood cutting: 6 
teeth per inch and 10 
teeth per inch. 
2—high speed steel metal cutting: 18 
teeth per inch and 32 teeth per inch. 
Self-service plastic sleeve packaging with 
real sales appeal, high mark-up, low list 
price, punched for peg board or wall dis- 
play. See your Wholesaler or write for 
catalog page and prices. 


NO. 318 
FITS ALL 


POPULAR 
MACHINES | 


G. W. GRIFFIN COMPANY 
FRANKLIN, NEW HAMPSHIRE 


Sales Representatives 
JOHN H. GRAHAM & CO., INC. 
105 Duane Street, New York 8, New York 


The Best In Blades Since 1880 


Circle No. 25 on Handy Cover Card 





SIZE 4x8 


DELIVERED 








THICKNESS 


v4” 5/16” 





PER SHEET 


3.80 — 5.05 





PER SQ. FT. 


a. — 158 





SIZE 4x8 


PICKUP PRICE 








THICKNESS 





PER SHEET 





PER SQ. FT. 
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LLOYD GREEN, Charleroi Supply man- 


ager, selects a piece of plywood from CUSTOMERS CAN BUY PLYWOOD on pickup basis or can get delivery from Charleroi 


yard bins. Supply. 


Dual Pricing System Steps Up Plywood Sales 


CHARLEROI, PA. 

ACED WITH CASH-AND-CARRY competition, the 

Charleroi Supply Company here developed a dual- 

price system as shown above for 4x8 plywood sheets. 

The same system is used for all building materials and 

specalities at the yard. Note that plywood is priced by the 
sheet and also by the square foot. 


Since the pricing system was started, plywood sales 
have increased, according to Lloyd Green, manager. 

Charleroi Supply also merchandises both fir plywood and 
plywood paneling in its home improvement and remodel- 
ing department, another new service. Financing and instal- 
lation are provided through the lumber and building ma- 
terials company. 





Circle No. 23 on Handy Cover Card 








Basements Become ‘Spacements’ 
... With 


GANG - NAIL 
Floor Trusses 


No lolly columns! No cumbersome beam and girder construction. Electric 
conduit is out of sight. Plumbing is out of sight. Light fixtures are recessed. 
Basements can be featured as Wall-to-Wall Spacements. 








The zooming popularity of floor trusses results from the demand for 
‘Spacements’. Contact us for the name of your nearest Gang-Nail 
Fabricator. He knows floor trusses, and offers the greatest savings and 
highest quality in building components! 


Automated 
Building 
Components inc. 


</ yo 
P.O. Box 47-836 Miami, Fla. 











Circle No. 27 on Handy Cover Card 
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VARIOUS THICKNESSES of Co-Val resin-fortified interior plywood panels are spray-painted a different color for easier identifica- 


tion and greater eye appeal. 


Color-Coded Plywood Now 


Ready In Unit 


Packages 


New development in plywood merchandising offered by 


Coquille Valley Lumber Co. 


ALBANY, ORE. 
EW color-coded packaged ply- 
wood is now being shipped by 
Coquille Valley Lumber Co. Claiming 
to offer building materials dealers “the 
newest and best” approach to plywood 
merchandising, Co-Val delivers in units 
rather than number of pieces. A 40’ 
car contains 20 to 30 units, a 50’ car 
24 to 36 units. 

These six advantages offered dealers 
at no additional cost by this new meth- 
od are pointed out by Co-Val: 

Steel-strapped packages. 

Standardized units. 

Trade mark stamped. 

Color-coded. 

DFPA grade stamped. 

Printed nailing lines (on 16” cen- 

ers). 

“It has been suggested many times 
that the plywood industry should im- 
prove its merchandising,” said Noble 
H. Chowning, Sr., president and gen- 
eral manager. “Our activities at Co- 
quille Valley have been directed 


toward that end in our plant. 

“We aim to maintain a quality prod- 
uct, provide customer eye-appeal and 
satisfaction and institute labor-saving 
features in the plant to facilitate your 
handling the product.” 

Coding. Co-Val color-codes all ex- 
terior plywood sheathing red, regard- 
less of thickness. However, thickness 
determines the color of interior sheath- 
ing. The 5/16” size is colored brown 
and packaged in 90 pieces; %” is 
blue with 75 pieces to the unit; 2” 
violet and 55 pieces; 548” green and 45 
pieces; 34” black and 35 pieces. 

Coquille Valley produces Douglas 
fir plywood hot pressed sheathing. In- 
terior panels are all bonded with resin- 
fortified glue and so marked on the 
strapped unit. Other items are exterior 
grade plywood, plug-and-touch sanded, 
underlayment, t&g shiplap, texture 1-11 
and 2-4-1 and precut, strapped green 
Douglas fir studs. 

Each plywood unit is bundled and 
double-strapped into 26” high units. 
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They weigh about 2,500 Ibs. each. 
Other identifying marks for interior 
grade plywood are “bonded with resin- 
fortified glue” and “Co-Val.” Coquille 
Valley also says the system simplifies 
inventory control, speeds carloading 
and unloading and cuts labor costs. 

“We suggest to our customers,” 
Chowning said, “that they stress the 
use of fortified glue on all winter build- 
ing where exterior plywood is not 
required. The additional cost over reg- 
ular plywood is small and the pro- 
tection is great.” 

Plants. Coquille Valley Lumber Co. 
has two modern mills. A. V. Haslett 
manages the Five Rivers mill at Alsea, 
Ore. Noble H. Chowning, Jr. heads up 
sales from the Albany mill. Frank 
Smith is superintendent. 


% 


STRAPPED, EVEN-COUNTED BUNDLES of 
plywood panels are loaded by fork lift 
trucks. 
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FORMING MACHINE that feeds blanket of resin-impregnated 
wood fiber for outer plys into machinery which assembles new 


LOWER PART of 4-story hot press is part of Fiber-Ply produc- 
tion line. Its 60 openings are said to make it world’s largest 


plywood panels for press. 


FINAL PHASE is ‘‘line’’ for end-and-edge trimming and buffing 


of new low-cost panels. 


plywood press. 


SMOOTH, SOLID FACE shown after 704 hours of boiling, in- 


terspersed by 176 bakings at 200°. 


New Fiber-Ply Produced by Automation 


Progress of plywood industry is shown in new development 


by Georgia-Pacific Corp. 


SPRINGFIELD,ORE. 

ULL-SCALE operation of what is 

called the world’s first automated 
plywood production line designed to 
make new types of construction pan- 
els at substantial cost savings has 
begun here. 

Shakedown tests of Georgia-Paci- 
fic’s new plant and extended field 
tests of its mew veneer-and-fiber ply- 
wood have been completed..Fiber-Ply 
will be marketed on a_ nationwide 
basis. 

Special panel. First of several mass 
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production plywoods by the new con- 
tinuous-process method is a specially- 
engineered concrete forming panel. 
It has properties of more expensive 
overlaid plywoods, yet sells for about 
a third less, according to John S. 
Brandis, G-P executive vice president. 

Other types of Fiber-Ply panels en- 
gineered for general and special con- 
struction needs have been developed 
and tested, Brandis said. Production 
is scheduled in a variety of standard 
plywood thicknesses. 

Fewer procedures. Continuous-pro- 


cess automatic plywood manufacture 
is said by G-P to eliminate several 
costly “normal” procedures. These in- 
clude separate drying of veneers. The 
Fiber-Ply process automatically lays 
up fir veneers, dry exterior glue and 
the resin-impregnated wood pulp out- 
er blanket. The assembled package is 
then fed automatically into the bot- 
tom of G-P’s “stack” press. 

This hot press operates continuous- 
ly. Finished panels, heat-bonded under 
extreme pressure, automatically un- 
load at the top of the huge machine 
more than 4-stories above the base. 
G-P says the machine’s 60 openings 
make it the largest plywood press in 
the world. 

Blanket. J. L. Buckley, G-P’s vice 
president-research, said the Fiber-Ply 
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FIBER-PLY FORM had no deflection after 
repeated pourings of 8” concrete wall, 
according to Georgia-Pacific Corp. 


concrete forming has a smooth, high- 
ly compressed resin-fiber “blanket” 
as the face ply. The surface is claimed 
actually to become tougher on re-use. 

Buckley said that initial reports in- 
dicate the panels require minimum 
maintenance. They can be_ re-used 
immediately because of “exceptional- 
ly low moisture absorption.” Both 
factors are important construction 
cost items. Unusually smooth, straight 
concrete walls and ceilings also are 
indicated by extensive field tests, he 
added. 

Marketing. Initial production of 2 
million sq.ft. each month is distributed 
coast-to-coast through G-P’s major 
warehouse centers in 71 key market- 


ing areas, the company revealed. The 
patented Fiber-Ply process permits a 
tough, smooth wood-fiber outer ply 
on either or both sides of the panel. 

The 4’x8’x34” concrete form pan- 
els have wood-fiber face on one side 
and are said to be engineered for 
more re-uses than standard plywood 
panels. Specifications also call for 
edge sealing and pre-oiling at the fac- 
tory, and delivery in steel-strapped 
bundles. 


Expect New Non-Drip Paints 


New YorK—Although DuPont is 
the only company now making a non- 
drip interior wall paint, it appears 
there soon will be a variety of plastic- 
based interior paints to choose from— 
and at lower cost. 

DuPont’s Lucite with an acrylic 
resin base lists at $7.45 a gallon, 
about 90¢ more than other interior 
wall paints. Now National Starch & 
Chemical Corp. has developed a non- 
drip paint claimed to have the same 
characteristics as Lucite, but is based 
on vinyl acetate copolymer latex. 

NSCC does not manufacture paint 
itself, but has been working with sev- 
eral paint producers on the problem. 
The other manufacturers are shortly 
expected to enter the non-drip market 
with paints ranging in price from $5 
to $6 or possibly even lower. NSCC’s 
paint bases are Resyn 1255—a vinyl 
copolymer—and Resyn 2243—a vinyl- 
acrylic copolymer. 





TOP SELLER 


for over 25 years 


Big repeat seller because Dur- 
ham’s Rock Hard Water Putty 
works better-—WON’T SHRINK. 
This plastic repair material in 
powder form makes lasting re- 
pairs in tile, wood or plaster. Can 
be molded, chiseled, sawed, 
painted, polished or _ colored. 
Powder keeps indefinitely. Nation- 
ally advertised. Pays dealers a 
bigger profit. Packed twelve 1-lb. 
cans or six 4-lb. cans to case. 
Keep some of each on display. 
Also available in 25, 50 and 100- 
lb. drums for industriai users. 
Order from your jobber. 


Manufactured by 


DONALD DURHAM CO. 


Box 804-B Des Moines 4, lowa 
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there's nothing |ike it! 


9 4 
UE i Vs 


JACK NUT 


screw anchor 


© GRIPS ANY MATERIAL 


PERFECT FOR USE 
ON HOLLOW DOORS 





UP TO 3/8” THICK 


® NEEDS ONLY 3/8”’ 
EXPANSION SPACE 





¢ NO DAMAGING PRONGS 


Perfect for fastening fixtures 
to flush doors . . . no prongs 
to split thin wood. 








Perfect for use with thin 
metals, plastics, etc ... where 
sheet metal screws won't 
hold, the Jack Nut will. 


Works on same principle as 
famous Molly Screw Anchor. 


Anchorage is permanent. . . 
fixtures can be removed and 
replaced in same nut. Will 
not pull through. Weight 
Jack Nut will hold is limited 
only by the strength of the 
material in which used. 


ASK YOUR ®& 
me 
JOBBER (i 


~~ 





EASY TO INSTALL 

















Insert Jack Nut 
into hole. Needs 
only %%" expan- 


a 


For RESIDENTIAL installations... 


L inst 


La eS 


Amazing, New PANEL! LIFT is the 
Lowest-Priced, Electrically-Operated, 





sion space. 
Run in screw to 


All-Stee/ Garage Door on the market! 


‘b= 
‘ collapse spider 
2 anchor backing 
by exerting pull 
= on thread. 
: 


Jack Nut now is 
installed and 
ready to receive 
attachment 
screw. 


® 
CORPORATION 
READING, PA. 
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e@ And no wonder! Panel-Lift 
Doors have no space-hog- 
ging, hard-to-install over- 
head tracks, springs or coun- 
terweights. Elimination of 
these costly items reduces 
initial cost—slashes installa- 


ache 





PENDING 


tion and maintenance costs. 
You owe it to yourself and 
your customers to get all the 
startling facts on this amazing 
new concept in garage doors. 
Write today for details. 
Address Dept. M-124. 


PANEL: LIFT DOOR CORPORATION 
1724 CHESTNUT STREET + PHILA. 3, PA, 


ald Wholly-owned subsidiary of Standard Toch Industries, Inc. 
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DISPLAYING PLYWOOD IN 
THE STORE HELPS SELL. Bay 
Lumber offers 27 sizes, 
thicknesses and grades of 
plywood in its showroom. 
This textured plywood is 
used at the main cashier 


counter. 


. 


STRONG MERCHANDISING based on suggestive selling with plywood and a sound 
service program has increased Bay Lumber’s volume to $300,000 in seven years, 


half this volume is in plywood. 


‘Suggest and Sell’ Plywood 
Formula for Small Yards 
(as proved in Texas) 


SEADRIFT, TEX. 

OB BLASINGIM’s practice of 

suggestive selling has helped build 

Bay Lumber Company’s annual vol- 

ume to $300,000 in just seven years. 

Plywood sales are half the total vol- 
ume. 

Blasingim does not operate under 
“normal” conditions. That’s what 
makes his story unusual. This town has 
a population of only 1,082 and Bay 
Lumber cannot depend entirely on 
the local community for business. 

Located in semi-isolation on the 
Gulf coast, Seadrift’s economy is built 
around commercial fishing. A circle 
drawn around the community would 
place more than half the area of the 
circle either in the Gulf or surround- 
ing bays. 

Deliveries. Blasingim makes free 
delivery of any kind of merchandise 
within a 75-mile radius to give Bay 
Lumber more “selling room.” Re- 
cently the company delivered 800 
sheets of plywood and assorted spe- 
cialized building materials to a chem- 
ical plant being built in Brownsville, 
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240 miles away. 

“Plywood is our major line,” Blas- 
ingim explained, “because it lends it- 
self so well to suggestive selling. Al- 
most any customer, regardless of what 


BOAT SALES _ help 
build plywood volume 
at Bay Lumber Co. 
The firm has a few 
small plywood craft 
in the shop and has 
sold a heavy volume 
of scarfed plywood to 
the area fishing in- 
dustry. 


he buys, is also a logical prospect for 
plywood. 

“There are so many uses for ply- 
wood that it pays to suggest it to an 
individual, builder or industrial plant 
every time the customer walks in the 
door.” 

Fence posts. Recently an area farm- 
er entered the showroom and _ pur- 
chased 100 cedar posts. He told Blas- 
ingim he planned to start harvesting 
his maize the following week. 

“Have you lined your truck bed to 
make it ready for hauling the grain?” 
Blasingim asked. Then he sold the 
farmer enough plywood to line two 
truck beds and showed him how to in- 
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stall it, too. 

Blasingim estimates that about 95% 
of all plywood volume at Bay Lum- 
ber Co. is Douglas fir. He started 
building the program of selling ply- 
wood by suggestion at the logical 
point. Many sales are made as a re- 
sult of customers seeing the 27 dif- 
ferent sizes, thicknesses and shades 
of plywood in actual use, asking about 
them and buying from the displays. 

Practicality. Blasingim also thinks 
the practical use of plywoods inside 
is a major factor in selling to farmers 
and ranchers. One rice farmer came 
into Bay Lumber and saw a piece of 
plywood used on the office wall. He 
studied the 4” thick exterior panel for 
a while. 

“Why wouldn’t that make a good 
canopy for my combine?” he asked. 

Putting it on his machine started a 
chain reaction among area farmers. 
Many bought plywood for canopies, 
too. 

Now Balsingim sells a lot of plywood 
to these same rice farmers for use in 
making water boxes, flumes and 
checks to control irrigation water. In 
fact, he says farmers and ranchers 
are one of his three major sources 
of plywood sales. 

Farm buildings. Bay Lumber sup- 
plies plywood for building temporary 
farm structures. Included are loading 
chutes, creep feeders, building reels 
for combines and grain storage lin- 
ing. 

“Everywhere you look on a farm 
or ranch there is a use for plywood,” 
Blasingim pointed out. “To sell it is 
a matter of suggesting it and explain- 
ing how it can be put to use.” 

Other sales. The other two impor- 
tant sources of plywood sales for Bay 
Lumber Co. are industrial and ma- 
rine markets. Industrial sales are not 
only to plants operating along the 
Texas coast, but to contractors who 
build or enlarge the structures. 

Blasingim calls on both contractors 
and purchasing agents to (ell them of 
his service, fast delivery and large 
plywood stock. Orders result. 

Boat sales. Bay Lumber sells a lot 
of 5-ply material to the marine in- 
dustry all along the Gulf coast. One 
recent sale was to cover a wooden 
barge. The company shop refinishes 
small boats and covers them with 
plywood. Bay Lumber workmen have 
also built a few small plywood boats 
for sale. 

Formula. Personal contact and con- 
sistent advertising are Blasingim’s for- 
mula for success. That plus a broad 
inventory. 

Bay Lumber regularly uses spot 
radio announcements to promote its 
products and occasionally sponsors a 
program. One is in Port Lavaca, 17 
miles away, the other in Victoria, 30 
miles away. Bob also advertises regu- 
larly in the Port Lavaca weekly 
newspaper. About 2% of annual sales 
volume goes for advertising. 

“That is low-priced selling,” Blas- 
ingim declared. “Plywood lends _ it- 

(continued on page 72) 





TECO-GRAM 


TELEGRAM PROMOTION for Teco-Tested plywood stressed 
tests on a ‘‘continuous basis.’’ The Teco story is now being 
told to lumber wholesalers and dealers at local and re- 


gional meetings. 


Teco-Tested Plywood Production 
Increases; New Trade Promotion 


NDER THE SLOGAN, “You 

Can’t Buy or Sell a Poor Piece of 
Teco-Tested Plywood,” four Oregon 
plywood manufacturers are gearing up 
an educational program to make the 
TECO grade stamp as well known in 
the trade as the older and more heavi- 
ly-promoted DFPA grade stamp. 

The four companies—known as the 
“Willamette Group”—are the leading 
mills whose plywood is certified by the 
Timber Engineering Company, inde- 
pendent research and testing organi- 
zation. 

(Plywood is also tested for quality 
control by the Pittsburgh Testing lab- 
oratory in Seattle.) 

The Teco-tested quality control pro- 
gram was born three years ago, after 
a controversy about DFPA interpreta- 
tion of “white speck” in Douglas fir 
plywood. According to Teco, over 100 
million square feet of plywood is now 
certified by their organization, figured 
on a 3/9” basis. 

The Timber Engineering Co., an af- 
filiate since 1933 of the National Lum- 
ber Manufacturers Association, organ- 
ized its plywood quality control service 
in 1958 for the Willamette Valley 
Lumber Co., the Willamette National 
Lumber Co., Western Veneer & Ply- 
wood Co. and the Santian Lumber Co. 

TECO set up its Western Research 
Division at Corvallis that same year. 

Today there are 16 plywood mills in 
Oregon, Idaho, Montana and British 
Columbia under the ‘“Teco-Tested” 
program. They account for about 9% 
of all Douglas fir and softwood ply- 
wood produced in the western United 
States, according to the Teco people. 

Like the Douglas Fir Plywood As- 
sociation stamp, the Teco grade stamp 
certifies that plywood meets or sur- 
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passes requirements of major building 
codes and federal housing lending 
agencies and is graded in accordance 
with the Commercial Standards of the 
U. S. Department of Commerce. 

TECO service also covers four of 
Oregon’s particleboard plants, as well 
as laminated wood products produced 
by Potlatch Forests, Inc., at Lewiston, 
Idaho. A new TECO client is Pot- 
latch’s Bradley-Southern Division at 
Warren, Ark. 

Control. L. A. Patronsky, manager 
of TECO’s Western Research Division 
at Corvallis, points out that the ply- 
wood manufacturer never knows when 
tests are continually being made of his 
product by Teco employes. 

“Samples are taken repeatedly by 
resident TECO employes, around the 
clock,” Patronsky said. “All samples 
undergo a series of tests to determine 
the durability of the glue, quality of 
the products, as well as checking the 
panels for knots, knotholes, pitch 
pockets, etc.” 

Three copies of each report are 
made. One is issued to the mill super- 
imtendent, one to the mill lab and one 
to the Corvallis laboratory. 

If a fault is found, a report goes to 
the management, with a warning that 
a correction must be made to continue 
earning the TECO grade stamp. 

In line with expansion plans, the 
Corvallis laboratory recently installed 
a new universal testing machine for 
strength tests on plywood, wood parti- 
cle board and laminated products. 
Also, an assistant manager has been 
added to the Corvallis staff. He is Rich- 
ard C. Cranch, formerly associated 
with TECO’s Washington, D. C., lab- 
oratory and more recently with Hult 
Lumber Co., Junction City, Ore. 
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(ronen cow snags, 3 NEW CONSUMER-SELECTED PATTERNS extensively tested 
EXCLUSIVE ‘ with panels of home-owners across the nation, who picked them from 


¢ 
¢ . ~ — . ° 
a large selection of both new and competitive tiles. 1. Frolic: a gay, 


> epee 
festive print design with needlepoint perforations for sound absorption. 2. Polaris: a con- 
temporary pattern sculptured into an acoustical surface. 3. Batik: beautiful printed design 
for either modern or traditional decor. 


New Gold Bond Ceiling Tile Center 
does everything but write the order! 


It’s like having an extra salesman. This amazing new customer service 
center gets your customer's attention with an attractive overhead display 
of Gold Bond Ceiling Tiles. It shows them a complete ceiling of every 
tile in the Ceiling Selector Book. And it invites them to test any tile 
for acoustical value in the unique “buzzer chamber’’. It’s attractive in 
your showroom, takes a minimum of floor space and gives the custo- 
mer complete self-service information. Ask 

your Gold Bond® Representative for the full 

story on how to boost tile profits with this Gold Bond 
complete customer selling center. Or, write BUILDING PRODUCTS 


Dept. BM-121 for more detailed information. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


SELECTOR BUZZER 
book shows complete | chamber tests all tiles 
ceilings of all Gold for acoustical per- 
Bond Tiles. formance. 
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MERCHANDISING CATALOG brings in customers for Briggs Lumber 
Co., Oneonta, N. Y. Here, salesman Arnold Pickett helps a cus- 
tomer find the wall paneling she first saw in the catalog mailer. 
Briggs Lumber uses 55,000 copies per year in nine yards. 


Dealers Call Product Catalogs 
“Best Sales Builder Ever’ 


Publications is a division of Lumber- 
mens Merchandising Corp., Wayne, 
Pa., a large Pennsylvania and north- 
eastern states wholesale organization. 

Direct mailing of catalogs is nothing 
new for dealers. Usually though, only 
a large dealer can afford to put to- 
gether a catalog, since it can be time- 
consuming and expensive. 

The NCP catalog, however, re- 
moves a number of obstacles to cat- 
alog merchandising for the smaller 
dealer. 

From 300 to 400 manufacturers 
supply the ads that go into the cata- 
log. These are arranged by NCP into 
selection sheets, or “dummy” pages, 
from which the dealer can select the 
brands of merchandise he handles. 
The dealer using the catalog makes 
up his own book by clipping from the 
selection sheets and pasting into a 
blank catalog, either 20 or 36 pages. 

In addition to the Brand name 
manufacturer ads, there are others to 
choose from, called “standard” pages 
by NCP. These list and illustrate such 
items as dimension lumber, _pre- 
built fence sections, vacation cabins, 
etc., without brand names. 

Finally, a dealer using the NCP 


WAYNE, Pa. 

F ANYONE asked 10 separate 
building materials dealers, “What is 
the best way to advertise?” he’d prob- 
ably get 10 different answers. Each 
operation takes an individual approach 
to sales promotion, because marketing 


conditions vary from place to place. 

Dealers using a catalog printed by 
National Consumer Publications, how- 
ever, are virtually unanimous in their 
praise for the booklet. It is designed 
specifically for use by building ma- 
terials retailers. National Consumer 


catalog may run “special” pages. These 
could be ads that the dealer has used 
effectively in a local newspaper, and 
wants to repeat in the catalog. 

On all “standard” and “special” 
pages, the dealer can insert his own 
prices, sizes and brand names. The 





BIG PROFITS 
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NATIONALLY KNOWN! 

NATIONALLY ADVERTISED! 

This famous material is now 
packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching wood colors and 
white for perfect matching of 
ail popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you're not handling Famo- 
wood now, get the facts today 


Literature, prices, etc., sent im- 


mediately. 
(Distributor Inquiries invited.) 


BEVERLY MANUFACTURING CO. 


TiateliMme la 


FAMOWOOD Is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 
putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 
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December 


BYILOING SuPrePr1eS- PAINT 








“He must have 
run a classified ad in 
Building Materials Merchandiser!” 


Whether you’re looking for a new job... 
a new man to fill an old job. . . want to 
buy or sell equipment, lumber, a business 
—you’ll get results by using the classifiea 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. * CHICAGO 3, ILLINOIS 
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prices on “manufacturer” ad pages 
may be changed, if permitted by the 
manufacturer. This is indicated on the 
dummy sheets. Sizes indicated in the 
ad, but not carried by the dealer, 
may be deleted from manufacturer 
ads. 

When the dealer has completed past- 
ing in the ads and inserting prices 
into the dummy catalog, he returns it 
to NCP. Next, a checking proof goes 
out to the dealer for approval or cor- 
rections. Then, the catalog is printed, 
including company logo on the cover 
and at the foot of every other page. 

Mailing of the catalog is equally 
flexible. A dealer can choose to get 
the printed catalogs in bulk, ready for 
remailing or hand distribution. NCP 
will also imprint “rural route,” “star 
route,” or “boxholder” on the copies 
and mail them; or, a dealer may sup- 
ply a complete mailing list of names 
or addressing labels, and NCP will 
send out the copies. 

Basic prices for the 20-page catalog 
(minimum order, 7,500 copies) start 
at $150 per 1,000. The 36-page cat- 
alog also has a base price of $150 per 
1,000, but the minimum order is 15,- 
000 copies. The per 1,000 cost is pro- 
gressively lowered on orders above 
the minimums for both sizes. “Special” 
pages selected by the dealer, and a 
number of other services offered by 
this merchandising catalog, are at ad- 
ditional cost. 

There is no duplication of coverage, 
since each dealer using the publica- 
tion is given exclusive rights to the 
areas covered by his catalog. 

National Consumer Publications 
catalogs have been in use for nine 
years (a new edition is offered each 
year). Fifty-one dealers now use a to- 
tal of nearly 1,200,000 copies of the 
catalog, according to L. Glenn Black, 
advertising manager for NCP. 

For further information about the 
NCP merchandising catalog for retail 
building materials dealers, write to L. 
Glenn Black, advertising manager. 
National Consumer Publications, 148 
E. Lancaster Ave., Wayne, Pa. 


What Dealers Say 
About NCP Catalog 


Briggs Lumber Co., with a total of 
nine yards in small New York towns, has 
been using the National Consumer Pub- 
lications catalog for five years. They buy 
55,000 copies per year, for “shotgun” 
coverage of the towns where Briggs has 
stores. 

“It’s the best merchandising tool we’ve 
ever found.” said Duncan S. Briggs. 

Catalogs for Briggs are normally 
mailed out in April each year, with “ru- 
ral route,” or “boxholder” addresses. In 
cities over 15,000 the city directory is 
used to draw up a mailing list. This way, 
business areas can be eliminated. 

Briggs employees checked the retention 
percentage for boxholder recipients of 
the catalog, at the time of mailing. “Less 
than 10% of the people threw their copies 
away,” said Briggs. 

He added that the catalog speeds up 
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customer service, because buyers—even 
women—will come in with completely 
written orders, taken right from the cata- 
log pages. “Since these customers see 
our prices in the book, most of them have 
the bill already written up,” he added. 

Stan E. Brummer, vice president in 
charge of sales for Dykes Lumber Co. 
stores in the New York metropolitan 
area, praised the NCP catalogs. “We are 
using a total of 150,000 copies this year, 
and we'll probably increase the coverage 
next year,” he said. 

Dykes sends out the catalogs to build- 
ers as well as to homeowners, and finds 
that the sales results from both types of 
customers are good. 

Like the experience of the Briggs Lum- 
ber, Dykes has found that customers use 
the catalog to make up their orders in ad- 


vance of coming into the showroom, says 
Brummer. “We do include a few ‘spe- 
cials’ in our catalog, such as ceiling tile 
or some other item. This helps us find 
out just how effective the catalog is.” 

Another east coast user of the NCP 
catalog told of a similar check on the 
effectiveness of the catalog. “Our copies 
carry a few ‘specials’ that we advertise 
nowhere else,” this dealer said. “When 
a customer asks for the item, and quotes 
the price, we know what brought him in.” 

This dealer described his market area 
as mainly rural, with intense competition 
from discount houses, who mainly ad- 
vertise with flyers and mailbox stuffers. 
“To stay competitive, we have to fight 
fire with fire. If you don’t use something 
the quality of the NCP catalog, it ends 
up in the wastebasket,” he concluded. 








DENISTON “LEAD-SEAL” 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. When 
the nail is driven, the hole around the nail 
is plugged with lead and the break in the 
metal is completely covered, to form a perfect 


double seal. 


TRIPLE LOCK—The only nail that has a lock- 


ing bump. As the “bump” 


is forced through 


the sheet, the sheet springs back over the 
bump—this effectively prevents the nail from 
working out. The nail, lead and sheet are 


solidly locked together. 


DRIVE SCREW SHANK— The only nail that is 
driven on the steel head. Drive screw shank 
makes the nail turn and hold like a screw. It 


holds with a powerful, 


unyielding grip. 


Threads are deep and sharp because they are 


formed after galvanizing. 


FREE LITERATURE 


Folders ‘‘Avoid Roof 


Leaks’”’ 


and “How to use 


Deniston ‘Lead-Seal’ Roof- 


ing Nails” 
request. 


sent free 


on 
Ring Shank Drive 
Screw Shank 


Accepted Standard of Quality for Over 34 Years 


6000 POUNDS OF PRESSURE is used 
to compress the lead cold, both over and 
under the steel head of the nail as well as 
down the shank. The lead forms , 

a perfect seal in the hole made 


by the nail. 


Heads will not 


‘pop”’ off from expansion and 
contraction of roofing nor from 


Barbed 
Shank 


wind vibration. 


FREE FOLDER ON REQUEST 


BRIGHT OR GALVANIZED 


Price information available from your jobber or write direct. 


Shipped in 50 Ib. cartons. 


THE DENISTON COMPANY 





49th & South Western Avenue 


Chicago 9, Illinois 
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New Sales Aids 


Building Materials 


Merchandiser 


Five Ceiling Tile Promotions 

The first five packages in a new series 
of profit-building ceiling tile promotions 
now are available. The kits contain com- 
plete instructions and materials for an 
“Open House-Coffee Klatsch,” a “Truck- 
load Sale,” a “Free Ceiling Contest,” plus 
“Installed Ceilings” and “Package Room 
Remodeling” campaigns. 

Celotex representatives will instruct 
dealer personnel in product benefits, 
stage product demonstrations and pro- 
vide any other assistance needed by a 
dealer. The Celotex Corp. 
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Puts Par-Tile in New Box 

New Par-Tile wood block flooring is 
available in a new container designed to 
give the product maximum sales im- 
pact. The new packaging was especially 
developed for the manufacturer by the 
Container Corp. of America. 

Par-Tile is made from graded wood 
particles bonded together by special syn- 
thetic resins. It is easy to install, says 
maker. Offered in natural and other 
wood tones. Container is color-coded ac- 
cording to the shade of the Par-Tile. 
Forrest Industries, Inc. 
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Catalog of Selling Aids 

A new 40-page dealer catalog, “Aids 
to More Effective Selling,” now is avail- 
able from Andersen Corp. It defines the 
manufacturer’s advertising and many pro- 
motion aids and tells how best to put 
these to work. 

Included is a full listing of newspaper 
mats, TV and radio commercials and 
scripts and 16 mm. films available. Cat- 
alog offers ideas for model home pro- 
motions, personnel training, contractor- 
customer meetings and window displays. 
Andersen Corp. 
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Now adda profit plus on 
every sale of paneling with 


HURWOOD © 


ELECTRICAL OUTLET COVERS 


NEW PROFITS FOR YOU in attractive panel-matched elec- 


trical outlet covers. 
EIGHT STYLES 
Single Toggle Retail 
Duplex Receptacle 59- 
Telephone Outlet Each 

Blank Cover 
Double Toggle 
Combination Single 69c 
Toggle and Duplex Each 
Retail 

Triple Toggle 

Quadruple Toggle 99¢ 


. 
. 
. 
. 
. 
Retail ° 
° 
. 
. 
. 
+ 
. 


SELF SERVICE COUNTER DISPLAY 


Handsome dealer sales unit contains 67 popular- 
styled SHURWOOD* covers each packaged in- 
dividually in clear plastic envelopes with screws 
included. Packaged refills of 10 covers immediate- 


ly available 


DEALER SALES UNIT SW-67 


Includes 67-Unit Assortment 


“Price $26.30 


Ask your jobber or write 
ELLIOTT BAY LUMBER CO. 
16C South Spokane St., Seattle 4, Wash. 
Mfrs. of plywood, veneers and WOODTAPE 
*SHURWOOD (T.M. applied for) previously tradenamed “‘Tru-wood” 
Circle No. 36 on Handy Cover Card 
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POPULAR WOODS 


PIN 
RED MAHOGANY 
WHITE MAHOGANY 


INDUSTRIAL 


Trade Mark 


PLYWOOD EDGING 


—— 
PACKAGED FOR PROFIT 
Attractive dealer dispiay of the profession- 
ally proven, economical, easy-to-use pro- 
duct for edge finishing. 
SELF SERVICE COUNTER MERCHANDISER 
contains twenty 34” packages and twelve 
1%” packages of WOODTAPE* in BIRCH, 
WALNUT, MAHOGANY, FIR, PINE. 
Each package includes genuine WOODTAPE* 
with factory applied gg solvent. 
Dealer etai 
Price $26.4 Value $43.60 
Order from your jobber or write 
ELLIOTT BAY LUMBER CO. 
16K South Spokane Street - Seattle 4, Wash. 
*TM Reg. U.S. Pat. Pending Pat. Canada 1958 


a 
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BIRCH 
WALNUT 
ASH 


Value 949.83 








REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Gwinotte, Kansas City 20, Mo. 
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Promotes Bathroom Accessories 


A new compact unit shows sample 
sizes of almost the entire new line of 
Leigh bath accessories. The display, de- 
signated BR-1, takes little more than one 
square foot of counter space or it can 
be wall hung. It’s also easy to take along 
on job-site calls. 

The display is shipped with all acces- 
sories installed, ready to start its selling 
job. The hardboard mounting panel is 
finished in dark blue, light blue and 
white; its sturdy frame is white. Leigh 
Building Products. 
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Wall Chart Promotes ILCO Line 


A new ILCO wall chart shown above 
was photographed in the display room 
of DuBell Lumber Sales Co., Camden, 
N. J. Measuring 21” x 27”, the chart 
has top corner grommets for easy hang- 
ing in a dealer’s store. 

Shown in actual dimensions and in 
color are some of the best-selling items 
in ILCO’s molding patterns and panel- 
ing, siding and stair treads. 

The complete selection of moldings in 
77 different patterns is shown in a cat- 
alog. Insular Lbr. Sales Corp. 
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USG Super Wall Cutaway Unit 

A display shows a cutaway section of 
a new Super Wall System consisting of 
USG Gypsum Sheathing, Thermafiber 
Insulation and Sheetrock Gypsum Wall- 
board or USG lath and plaster. The -unit 
clearly demonstrates the advantages of 
Super Wall, including: long-life durabil- 
ity, all-year comfort, fuel savings, and 
greater fire protection. 

A free, customized folder for con- 
sumer handout also details the advantages 
of the new Super Wall System. United 
States Gypsum Co. 
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WHAT IS A SHELF, 
COUNTER, 
BENCH, TABLE... 
SUPPORTS UP TO 
250 POUNDS... 
AND HAS NO LEGS? 


“SLI 
PRo 
Removable Shelt 4 
Folding Brackets 


NATIONALLY 
ADVERTISED 











Dealers: 
Stock up and 
enjoy easy 
sales and 
big profits! 


CONTACT YOUR 
DISTRIBUTOR OR 
WRITE DIRECT TO: 














table. 











Hardware Mfg. Co. inc. 
2581 Atlantic i, Brooklyn yA New York 
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Patented, removable shelf 
folding brackets that add 
‘inner space’’ to home, 
; | office, factory. 


Dozens of uses: removable 
folding i] 
cutting board, counter, 


airlines; 
boats; on food service 
equipment, etc., etc. 


Standard brackets 
supper’ Shelf sizes 


0 
Shelf folds down 
or can be removed 
in one easy mo- 
tion. No stooping 
or bending. just 
pull out and drop. 


company. 


shelf, wall seat, 


now in use by 
in trailers, 





MAGLINE INC. 


In minutes, this man will have a Magliner Mobil-Dock 
rolled out, secured to the railcar .. 
have the loading job done! If you ship or receive via truck 
or railcar, you will be interested to learn how Mobil-Dock 
has created a new, low-cost concept in ground-level loading 
—bringing major cost-savings within easy reach of every 
. . large or small. 

Write Today for Bulletin MD-212 

, P. O. Box 1912, Pinconning, Michigan 


. and minutes later he’ll 


MAGLINER MOBIL- DOCK 
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“Suggest & Sell’’ Plywood 


(begins on page 64) 





self to spot advertising on radio be- 
cause it is possible to get across a 
series of suggestions on how to use it 
in just a few seconds.” 

Typical carload orders by Bay Lum- 
ber contain nearly every standard 
plywood thickness in sizes ranging up 
to 24’ long and 5’ wide. Longer lengths 
are demanded by the marine industry. 

Building. In the construction 
field Bay Lumber pushes plywood for 
subflooring, cornices, sheathing and 
cabinets. When Blasingim sells vinyl 
floor covering for a remodeling job he 
always suggests plywood underlay- 
ment. It’s cheaper and better than 
sanding and polishing the old floor, 
he claims. 

Odd-lot material left over from 


PLYWOOD LENDS ITSELF TO SUGGESTIVE SELLING, Bay Lumber 
salesmen say. The firm's service extends to free cutting. Here a 
customer watches special-width strip being cut. 


cutting jobs are placed in an open bin 
and priced according to dimension 
and thickness. The random pieces sell 
well. 

Cutting. Bay Lumber will cut ply- 
wood to any shape or size in the shop 


according to specification. There is 
no charge for this service, be it one 
piece or a truckload. Blasingim feels 
it all averages out and the service 
has stimulated sales. 

“We do all we can to remind peo- 


ple of the many uses of plywood,” 
Blasingim concluded. “Our large in- 
ventory and free delivery anywhere 
also helps us sell. There is no building 
material that responds so readily to 
suggestive selling as plywood.” 








New Equipment 


4 


New Clark Line Features 
Speed, Flexibility 


A new line of pneumatic-tired fork lift trucks said to 
perform 15% to 30% faster than previous heavy-duty 
models willl replace Clark Equipment Company’s current 
line of high-capacity trucks. Officials say that although the 
Clarklift name is retained, the new units are “fresh from 
the ground up.” 

Compared to its previous models, Clark says its new 
line offers faster travel speeds, faster acceleration, high- 
er lift, lower-speeds, shorter turning radius, more posi- 
tive traction and up to 45% more gradeability. 

New line. New Clarklifts include six basic models with 
capacities of 15,000 to 25,000 Ibs. Each unit offers a choice 
of two types of transmissions and three kinds of engines. 
Features said to be usually offered as options are stand- 
ard, including power brakes, overhead guard and pre- 
mium-grade tires. 

Models are more compact. Several hundred parts have 
been eliminated. Many components have been standard- 
ized to be interchangeable on all models, the company said. 


Improvements were made in drive line, hydraulic system 
and upright assembly. 

Speeds. Standard transmission has five speeds in each 
direction. It is coupled with new torque converter. New 
front-drive axle is a planetary unit providing 3.5-to-1 gear 
reduction. 

Lifting speeds have been improved up to 105 fpm. 

Automatic Hydratork models CY-150, CY-165 and CY- 
180 (left) have capacities of 15,000, 16,500 and i8,000 
Ibs. respectively. Three trucks of the same capacities but 
equipped with standard transmissions and friction clutches 
are designated CFY models. Capacities of the other models 
are 20,000, 22,500 and 25,000 Ibs. All are available with 
gasoline, diesel or LP gas engine. Fuel tank holds 44 gals. 

Further information from Clark Equipment Co., In- 
dustrial Truck Div., Dept. BMM, Battle Creek, Mich. or 
J. H. Ryder Machinery Ltd., Dept. BMM, 360 Evans Ave., 


Toronto 14. 
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New 40’ Boom Folds to 8’ 


A new 40’ boom, made up of five sections, folds up like a 
carpenters rule to 8’ for easy road transport. The first four 
sections of Versa-lift 400-R crane are hinged to one another 
for easy jackknife folding. The tip section is a removable 
sheave that can be telescoped back into the fourth section or in- 
serted into the open ends of any of the preceding sections for 
load handling at that boom length. As a result the fully-hydrau- 
lic boom can be converted to 8’, 17’, 26’, 35’ or 40’ length to 
suit job conditions. Unit can be used for positioning fabricated 
panels, roof trusses or any job where extraordinary reach is 
required. Details from Teale & Co., Dept. BMM, Box 308, 


Omaha, Neb. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum eharge of $1.50 per line. 


3 Times—25c per word for each consecutive 
Insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 
BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill 
Phone Fi 6-7788 





HELP WANTED 








Well established and financially sound retail 
lumber concern operating over twenty yards 
in Arkansas and Missouri has openings for 
experienced men in the retail lumber busi- 
ness. Salesmen, Management jobs and Man- 
agement Trainee jobs are available. Oppor- 
tunity for advancement excellent. Replies 
confidential. Address replies listing experi- 
ence, etc. to: Line Yard, Box R-66 Build- 
ing Materials Merchandiser. 





A fast growing regional retail distributor of 
nationally advertised building materials has 
openings for young men of executive calibre 
who have had some experience in total build- 
ing material field. Qualifying individuals will 
be placed in expanding program immediately. 
The men we need must have the ability to 
manage a service organization including an 
on location sales force. They should have a 
working knowledge of mechanized materials 
handling and have some knowledge of a 
broad range of building materials. 

Should be willing to relocate as additional 
opportunities within the organization are pre- 
sented to them. Address Box R-61 Building 
Materials Merchandiser. 





SALES REPRESENTATIV: 
WANTED 





Manufacturers’ Representatives 
To sell competitive line of wood mouldings 
used to match imported plywoods. Address 
Box R-62 Building Materials Merchandiser. 





We are expanding our dealer-builder organ- 
ization to all areas of the country. We need 
men to establish dealerships and train sales 
personnel. Background as sales representa- 
tive for a building materials manufacturer 
desired. Must be willing to travel. Age 25- 
33 preferred. 


Write I.B.C. Corporation, c/o Southern 
Homes, Inc., Charleston, Illinois — Atten- 
tion President. 


7 in writing only. All replies confiden- 
tial. 





LUMBER FOR SALE 








Let us quote delivered prices 
FARM FENCING CYPRESS 


Tidewater Red or Deep Swamp Yellow 
1x6, 1x8, 1x10, 1x12 
Heavy 12’, 14’, 16’ lengths 


sa E. STARK CO., INC. JA7-5396 
. O. Box 142, Memphis, Tenn. 


December 4, 1961, 





BOOKS FOR SALE 








RAILS WANTED 











A New and Different Kind of Book 


In the comparatively new field of books 
which relate to the lumber business, Claude 
W. Bryant has just completed an account of 
the men and women who have had leading 
roles in the business. 


The book is titled 
Texas.’ 


The Naylor Company of San Antonio are 
the publishers and they have done an ex- 
cellent job of printing, arrangement and 
selection of materials. 


Aside from lumber, an account of many 
incidents from real life are included, to- 
gether with human interst stories. 


IDEAL FOR A PRESENT 
Order From: CLAUDE W. BRYANT 
P.O. Box 192, Stephenville, Texas 


Please send me copies of LUM- 
BERING ALONG IN TEXAS at $3.95 ea. 


NAME ______ 
ADDRESS __ 
CITY. z 

( ) Check ( 


“Lumbering Along in 


STATE 
) 30 Days 





BUSINESS FOR SALE 





Well-established building materials firm in 
southwest Indiana, with trading area—farm, 
city and industrial—of more than 40,000 pop- 
ulation. Located on major highway. Modern 
show rooms and offices, ample shed and 
warehouse space, complete mill, delivery 
equipment. Write Box R-58 Building Ma- 
terials Merchandiser. 





Lumber yard for sale in growing So. Cali- 
fornia coastal area. Good location. Rail sid- 
ing. Inventory at market. Terms or lease on 
property. Address Box R-65 Building Materi- 
als Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





Xmas bushel baskets of tree-ripened Texas 
Red grapefruit direct from our orchard will 
solve your gift problem. $4.00 per bushel 
with 20% discount for 16 or more F.O.B. 


Mission. 
JU 5-1919 


. L. Lawrence 
Box 42B, RD. 2, Mission, Texas 


RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 

K. FRANK, 480 Lexington Ave., New 
York 17. 401 Park Bldg., Pittsburgh 22, Pa. 





BUSINESS OPPORTUNITY 











WOODWORKING plant, 


lumber and building 


materials. Owner retiring but would stay in 


business and retain part ownership for 
limited time. Liberal terms. 
Arthur Krebs & Co., Springfield, Il. 


a 
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PLANER-MOLDER 


The New Belsaw 910 turns rough lumber into 


all popular Millwork Patterns. 


Now a production machine that PLANES, 
MOLDS and SAWS in one continuous power 


feed operation. A 
r shop. 


versatile money-maker for 


u. 
The Belsaw 910 face molds up to 11 inch wide 
stock or edge molds to 6 inches wide—planes 


stock 1244 


inches wide by 6 inches thick. Saws 


2%4 inches thick. Power feeds 22 feet a minute 


with 3 or 5 H.P. motor. 


Delivered on easy payment plan with full money 


back guarantee. 


Find out today how the 910 can provide extra 
production and more profits for your company. 


Send for Complete Facts Today 


BELSAW MACHINERY CO, 


9092 Field Bidg., Kansas City 11. Mo 
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If you haven’t a leg to stand on it’s smarter not to kick. 
x 7” oa 
Sadie and Sarah met on a bus. 
Sarah: “Sadie, vot did you do to your hair it looks like a 
vig?” 
Sadie: “It is a wig.” 
Sarah: “You’d never 


know it.” 


within your income you'll live without worry 
things. 
K « * 

Overheard: He: “I'll give you a fur muff for a kiss, a fur 
neckpiece for a hug, a fur coat for —— ~ 

She: “Stop! That’s fur enough!’ 

* x * 

Christmas, Christmas everywhere and jingle bells all the 
way. A happy holiday to you. We have enjoyed and ap- 
preciated our past relationship with you, our customers, and 
look forward to the 364 days ahead after Christmas and the 
opportunity of continuing to serve you. 


If you live 
and a lot of other 


Sustained all year sales require quality products, priced 


right and widely recognized as value items. 


Where you get your Yule log really doesn’t matter but if 
your merry Christmas is to be followed by a happy and 
prosperous New Year then your milled material must be from 
MAUK 

* co * 

Simple Celia says a cocktail party is a function where they 

cut sandwiches and friends into little pieces. 
* * x 

A man had a wife who was moody, restless and argumenta- 
tive. There’s a one word description for that but anyhow— 
after trying everything he could think of in the area of candy, 
flowers and new hats he gave up and took her to a psy- 
chiatrist. 

The doctor talked to her a long, long time, and tried to dis- 
cover what made her unhappy. Finally, he took her in his 
arms and kissed her passionately. Sure enough, after that the 
lady was gay and sparkling. 

“You see?” asked the psychiatrist. “That’s all your wife 
needs. I suggest she receive this same treatment every Tues- 
day, Thursday and Saturday.” 

“Well, O.K.,” said the husband. “I can bring her in on Tues- 
day and Thursday but I got to play golf on Saturday.” 

* * ad 


Do You Know What Dep'’t.: 


Do you know what an old timer is? A man who remembers 
when the only fallout he worried about was his hair. 


Do you know what another old timer is? A man who thinks 
the time to buy a second car is after the first is paid for. 


Do you know what MAUK is? 
fangled techniques. 


Old time integrity with new 


* x * 


MAUK Seattle Lumber Co. 


Seattle, Washington 
x * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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New Literature 


" ayniiey 4 


Time-Saving Card—See Back Cover 


“Foamglas Building Insulation”, a 20-page catalog, details 
the use of Foamglas, a cellular glass insulation, and Foam- 
glas-Board in roofs, curtain walls, core walls, wall linings, 
ceilings, parking decks and perimeters. Pittsburgh Corning Corp. 

Circle No. 226 on Handy Cover Card 


Cuckler Buildings. New brochure describes and _ illustrates 
new line of Color Seal Buildings. Siding and roofing covering 
the new Color Seal Buildings consist of Crown Seal gal- 
vanized sheets, which are available in a variety of six warm 
colors. Cuckler Steel Span Co. 
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Contractor Accounting. New booklet presents and answers 
problems of job cost control and payroll writing, in non- 
technical language. Forms provide system approaches to numer- 
ous accounting jobs. Burroughs Corp. 

Circle No. 228 on Handy Cover Card 


Fire Protected Wood. New six-page bulletin (W-365) shows 
why Koppers Non-Com fire-protected wood has proved itself 
as a permanent, economical building material with automatic 
protection against fire. Case histories, in which fire-retardant 
treated wood was exposed to fire, emphasize the advantages 
of building with Non-Com wood products. Wood Preserving 
Div., Koppers Co. 
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Front End Loader. Bulletin contains photographs and dia- 
grams of the Eimco power-train of power-shift transmission, 
torque converter, dual final drives and the unit in the process 
of loading heavy rock. Includes specifications. The Eimco 
Corp. 
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Azrock Selling Aids. New catalog of Azrock and Vina-Lux 
floor product displays, literature, ad mats, suggested radio 
and television spot announcements and other sales aids. Azrock 
Floor Products Div., Uvalde Rock Asphalt Co. 
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Freestanding Ranges. Design and installation details and 
work-saving features of the four-model line of gas free- 
standing Universal ranges are contained in a new four-color 
illustrated catalog sheet. Waste King Universal. 

Circle No. 232 on Handy Cover Card 


Stainless Steel Sinks. The Carlton line of stainless steel sinks 
for the home, school and institution is presented in a colorful 
new 40-page catalog. Illustrated with photographs and dimen- 
sional line drawings. Carlton sink accessories also shown. 
Carrollton Mfg. Co. 
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Glass Tinting Material. A four-page folder describes the 
uses and specifications of Sun-X. Photographs show how 
Sun-X is applied to existing glass areas; text reveals the 
extent to which it reduces the transmission of heat, fade and 
glare into homes and buildings. Sun-X International, Inc. 
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Douglas Fir. Newly revised and expanded edition of 
the award-winning “Douglas Fir Use Book” is available 
at $5 prepaid from West Coast Lumbermen’s Associa- 
tion, Dept. BMM, 1410 S. W. Morrison St., Portland 
5, Ore. The cloth-bound, 84%” x 11” book contains 326 
pages, with addition of new chapters on Hyperbolic- 
Paraboloid Shells and Wood Tanks and Pipe. 
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says H. Kuhlenschmidt, co-owner, Elberfeld Concrete Block Co., Inc., Elberfeld, Indiana [ eirennise 266 267 268 2¢ 
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’ City 
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This card go 
oe » Advertised 


“Our ads in three small-town directories plus the larg- “We use Yellow Pages advertising to promote our septic 2 ey 
er Evansville Yellow Pages blanket a 75-mile area!” tank service as well as our concrete block business.” , 4 15 16 0 
27 28 29 «3 

» 40 41 42 4 
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“We serve 55 lumberyards via our ENterprise number. Most the only place where we promote our ‘call collect’ " Title 
of this business started with the Yellow Pages because... ENterprise telephone service is the Yellow Pages!” : 
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City 
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“Won Stock-Pac rea 


merchandise... gives us a better | 


says JACK CINGOLANI 
KOCH HARDWARE 
BUTLER, PENNSYLVANIA 
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